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NBC Sets Out to Be 
First With The Firsts 


New Programs, Promotion 
and TV Gains Will Help, 
Niles Trammell Finds 


By MAUuRINE Brooks 


New YorK—National Broad- 
casting Co. still considers itself 
“America’s number one network” 
and is saying so with increasing 
frequency in advertisements and 
promotion letters. 

No longer playing the role of 
a dignified, self-contained business 
which feels its position is too ob- 
vious to need comment, NBC has 
rolled up its sleeves and gone to 
work with something akin to the 
zeal it showed in the days when 
the network and radio were young. 

As in those days when the net- 
work pioneered in the introduc- 
tion of such audience pleasers as 
the Happiness Boys, Amos '’n’ 
Andy, Rudy Vallee, Phil Baker, 
Russ Columbo and Vic and Sade, 
executives of NBC are not con- 
fining themselves to any blue- 
printed plans. 


s Their problem then was to build 
the new medium of broadcasting 
by finding entertainers who would 
get Mr. and Mrs. America to 
listen to the radio—and to NBC. 
Their current problem is basically 
the same: They want to make 
sure the public tunes in NBC. To 
do this and regain the network’s 
position as undisputed rating king, 
t must find programs to fill the 
shoes of such stellar artists as 
Jack Benny, Amos ’n’ Andy, Ozzie 
and Harriet, Red Skelton, Burns 
and Allen and all others who have 
or will succumb to Columbia’s 
golden offers. 

NBC’s President Niles Tram- 
mell, who first distinguished him- 
self as manager of the network’s 
central division in the late 1920s, 
played a major 
role in these early 
program develop- 
ments. Convinced 
that women would 
lis'en to the radio 
in the daytime, 
the young exec- 
utive insisted that 
dramatic serials 
be given a try 
and hastened the 
advent of one of 
the most success- 
ful types of broadcasts—the soap 
Opera. 

Yow, 20 years later, Mr. Tram- 
mell is in the middle of an- 
oter search for new radio shows. 
Ccincidental with this project, 
NIC is readying its biggest promo- 
ca push in years. Both problems 
apoarently are being approached 
‘om every direction, with de- 
“ls.ons on program changes vacil- 
lat ng from week to week. 


Niles Trammell 


® 4 major share of Mr. Tram- 
meil’s programming need stems 
from the fact that, when the op- 
Po tunity was his, he chose not 
‘0 fight CBS’ capital gains tac- 
ie: with capital gains. When 


sed to explain why, he con- 
Continued on Page 58 


Hooper's Video 
Network Rating 
To Bow in June 


New YorK—C. E. Hooper, Inc., 
announced Friday that it will be- 
gin publication of monthly net- 
work teleratings starting in June. 

Unlike Hooper’s TV-home based 
New York Teleratings, these re- 
ports will be based on random 
samples and will be directly com- 
parable to Hooper’s radio program 
ratings. At the outset, all the 31 
current television cities will be 
included. New ones—up to 100— 
will be added as they go on the 
air. May listening will be covered 
in the initial report, to be pub- 
lished separately from the radio 
pocket piece. 

Mr. Hooper reported that a 
March national rating was made 
on the “Texaco Star Theater.” In 
random (television and non-tele- 
vision) homes, Texaco’s Mr. Berle 
scored 5.9. 


es Other features of the new ser- 
vice: 

Reports on individual programs 
will be based on random sampling 
in cities carrying them and will 
show rating, share of broadcast 
audience, and share of TV au- 
dience—each weighted to reflect 
the number of radio homes in the 
50-mile area of each city. 

Daytime and nighttime sustain- 
ing and sponsored programs will 
be rated on a network basis and 
on a city basis in New York, Chi- 
cago, Los Angeles, Philadelphia 
and Washington. 

Monthly radio and _ television 
share of audience, city by city, will 
be included, along with video sta- 
tions’ share of the TV audience 
by time segments. 

Basic information such as lo- 
cation, call letters, channel num- 
ber, affiliation, hours of operation, 
sets in operation, and coaxial cable 
schedule also will be incorpora- 
ted in Mr. Hooper’s new tele- 
vision report. 

Solicitation of potential subscri- 
bers started last week. 


Habits... 


‘Teleradio Man’ says TV 
should develop its own, 
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FULL COLOR—Marathon Corp. claims this 

full-color page to run next month in 

The Saturday Evening Post is the first 

such color ad ever to run by a waxed 

paper maker. LeVally, Inc., is the agency. 
(Story on Page 62.) 
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Dailies’ Network Hits 
$7,500,000 Sales Clip 


U.S. CofC Told 
Price Shakedown 
Is Satisfactory 


WASHINGTON—Adjyustment to 
“normal” business conditions dom- 
inated the speeches at the U. S. 
Chamber of Commerce’s 37th an- 
nual convention here last week, 
with Chamber President Earl O. 
Shreve keynoting confidence that 
the “shakedown” in prices would 
lead to a “sounder and infinitely 
more satisfactory foundation.” 

He and other speakers called 
for curtailed federal spending, and 
for government recognition of pro- 
grams which encourage investment 
of private capital. 

Murray Shields, vice-president 
of the Bank of Manhattan, warned 
that government pump priming 
could not check a major depres- 
sion. “Our No. 1 task today,” Mr. 
Shields told a general convention 
luncheon Thursday, “is to mobilize 
the full resources of the nation in 

(Continued on Page 61) 


Publishers Buy 
American Press 
from John Perry 


New YorK—John H. Perry, for 
28 years principal owner of Amer- 
ican Press Association, has sold 
all of his interest in this 63-year- 
old advertising organization and 
its subsidiaries to a group rep- 
resenting publishers of leading 
weekly newspapers and executives 
of the APA. 

National representative for more 
than 3,000 weeklies with combined 
circulation of about 5,000,000, the 
association was launched by Major 
Orlando Smith in 1886. 

Mr. Perry owns more weeklies 
than any other publisher. He is 
selling control of APA, “at con- 
siderable sacrifice,” he said, “to 
help strengthen the representative 
setup and thus produce more na- 
tional advertising for the week- 
lies.” 

In the 28 years of his control, 
APA has sold more than $40,000,- 
000 of national advertising for 
members. The 1948 volume was re- 
ported to be more than $1,500,000, 
and schedules already placed in- 
dicate a total of $2,000,000 for 1949. 


es Rowan D. Spraker, publisher 
of the Freeman’s Journal, Coopers- 
town, N. Y., was elected president 
of APA. Representative of weekly 
newspapers on the Advertising 
Council, he is a past president of 
the New York Press Association 
and was the recipient in 1943 of 
the Amos Award, given annually 
by the National Editorial Asso- 
ciation to the weekly newspaper 
publisher who has been of great- 
est service to his fellow publishers. 
(Continued on Page 6) 


Last Minute News Flashes 
Collins Quits as N. Y. Central's Ad Chief 


New YorK—Mac G. Collins, for the past three and one-half years 
advertising manager and assistant to the traffic vice-president of the 
New York Central System, has resigned, effective June 1. J. T. Webster 
is serving as acting advertising manager. Mr. Collins formerly was N. 
Y. Central account executive at Foote, Cone & Belding. He has not an- 


nounced his plans. 


Goodall Spending $625,000 on Tropicals 


CINCINNATI—Goodall Co. will spend $625,000 in its concerted spring- 
summer drive for Palm Beach, Springweave and Sunfrost tropicals. 
Newspaper copy—already running in-New Orleans and other southern 
cities—will appear in nearly 80 papers, breaking with the arrival of 
warm weather. This is being supplemented by two television programs 
—a five-minute short on golf, carried in 19 cities, and a five-minute 
baseball film. Ruthrauff & Ryan handles this account. 


Y&R’s Strouse Becomes D-F-S Executive 


New YorK—John C. Strouse, formerly with Young & Rubicam, has 
joined Dancer-Fitzgerald-Sample as an account executive on the Gen- 


eral Mills account. 


Western Pacific Names Harrington, Whitney 


San FrRANcIsco—Harrington, Whitney & Hurst will take over the 
Western Pacific Railroad account June 1. Biow Co. is the present 


agency. 


(Additional News Flashes on Page 61) ° 


ANAN Signs 70 Products; 
Seeing Beats Listening 
in Lazarsfeld Study 


By LAWRENCE M. HUGHES 


New YorK—American News- 
paper Advertising Network, Inc., 
moved forward vigorously on sev- 
eral fronts last week: 

1. With 1949 gross sales esti- 
mated by usually reliable sources 
at between $7,500,000 and $10,- 
000,000, ANAN is expected to 
climb into the “operating black” 
for the first time this year. 

2. Edward D. Madden, executive 
vice-president and general man- 
ager of ANAN, revealed to AA 
the names of the 70 products which 
“have been or are being” adver- 
tised on the network. 

3. The ANAN released to AA 
findings in the “Seeing vs. Listen- 
ing” study conducted by Dr. Paul 
F. Lazarsfeld, director of Colum- 
bia University’s Bureau of Applied 
Social Research, “to determine 
whether newspaper or radio ad- 
vertising is the more effective 
medium in delivering a message 
and converting the people reached 
into buyers of the advertised pro- 
duct.” 

In 1949’s first quarter, Mr. Mad- 
den said, ANAN 
signed eight ad- 
vertiser con- 
tracts, the dollar 
volume of which 
was equal to 75% 
of the volume 
placed through 
the network in 
member newspa- 
pers in the entire 
year 1948. 

If ANAN’s vol- 
ume should reach 
$10,000,000 for 1949, it would do 
two and one-half times the esti- 
mated $4,000,000 sales of 1948 and 
nearly ten times the “over $1,000,- 
000” sales of 1947, its first full year 
of operation. 


E. D. Madden 


@ Ed Madden would not reveal 
exact figures. But he pointed out 
that in its first and second years, 
ANAN’s volume was larger than 
(Continued on Page 57) 


Fort Industry Buys 
All ‘Miami Beach 
Sun-Star’ Control 


MIAMI BeacH—Last week Fort 
Industry Co. exercised its option 
to buy the remainder of the stock 
of the Miami Beach Sun-Star and 
became the sole owner of the 


newspaper. The deal involved 
more than $500,000. 
A year ago, Fort Industry— 


through Smith-Davis Corp.—ac- 
quired the holdings of minority 
stockholders and some of the stock 
of John Montgomery, the Sun- 
Star’s publisher. Fort Industry Co., 
headed by George B. Storer, oper- 
ates five radio stations in four 
states. Mr. Montgomery will con- 
tinue as publisher. 
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Benton & Bowles 


Gets Wilken’s 
Whisky Account 


New York—Benton & Bowles 
has been appointed to handle Wil- 
ken Family blended whisky, dis- 
tributed by Gibson Distilling Co. 
With this acquisition, the agency 
now handles three Schenley sub- 
sidiaries, the others being Straight 
Whisky Distilling Co. of America 


a iw, > % a: ce ks ie 2 eae ees 


(Old Stagg) and Three Feathers 


Distributors (Three Feathers Re- 
serve and Three Feathers V.S. R.). 

Wilken’s advertising technique, 
built around the Wilken Family 
itself, and originated in 1935 at 
Lord & Thomas, will be resumed 
this June in newspapers through- 
out the country. Jack Johnstone 
of Benton & Bowles, who wrote 
copy for it at L&T, will write the 
copy again. Six hundred and 800- 
line ads will feature Harry and 
Bill Wilken and their brother-in- 
law, Tom McConville, and many 
of the Wilkens’ old cronies. 

This month the drive is being 
launched with 100-line ads appear- 
ing in 125 newspapers in about 100 
cities. This list will be increased 
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in June. During the war, Wilken 
was withdrawn from the market, 
and it reappeared late last year. 
The account was previously han- 
dled by Grey Advertising, New 
York. 


Adwomen Schedule Meeting 


The Women’s Inter-City Con- 
ference of the Advertising Federa- 
tion of America will be held in 
Cleveland, Sept. 30-Oct. 1 at the 
Hotel Cleveland. Mrs. John E. 
Reeves, research director of Cap- 
per-Harman-Slocum, is general 
chairman. 


To Sadler & Sangston 


Lingren Publications, New York, 
publisher of Golfer and Sports- 
man, has appointed Sadler & Sang- 
ston Associates, New York, as its 
eastern representative. 


Hart Advances Goldberg 


Albert A. Goldberg has been 
promoted from assistant sales man- 
ager to sales manager of Leo Hart 
Co., Rochester, N. Y., printer and 
engraver. 


You think he’s good! The Des Moines Sunday 
Register reaches clear across lowa 


... and into 500,000 Iowa homes. The Des Moines Sunday 
Register completely dominates 83 of Iowa’s 99 counties, 
with 50% or more family coverage. Average for the state 


. seventy per cent! 


Not only does it reach an urban market that outranks 


Boston, St. Louis, San Francisco... 


farm market there is! 


it blankets the best 


All told, lowa spends over 5 billion dollars a year. 
And The Des Moines Sunday Register brings you 7 out of 
10 of lowa’s buying families for a milline rate of only $1.70. 


THE DES MOINES REGISTER ann [TRIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 
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PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 
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Nearly Half 
of Magazine Ads 
in Color in ‘48 


Color Use Increase, 
Cut in Page-per-M Cost 
Shown in MAB Report 


New YorK—In 1948, nearly one 
in every three pages of advertising 
space in U.S. magazines was a 
four-color page, and, after adding 
two-color pages, nearly half the 
magazine pages (45.9%) were in 
color. 

The tremendous trend to color 
is reported by a new issue of 
“Magazine Advertising Bureau 
Briefs,” which shows that while 
color linage was 29.8% in 1939, in 
1948 it was 45.9%. 

More impressive are actual lin- 
age figures: In 1939 there were 
13,532,400 lines of black-and- 
white advertising; in 1948, 17,- 
560,300—but where there were 
5,745,900 lines of color advertising 
in 1939, in 1948 there were 14,- 
890,400. 

In 1939, only 18.6% of maga- 
zine advertising was in four-color, 
and an additional 11.2% in two- 
color. 


ws This trend has interesting cost 
connotations. Four-color average 
cost per thousand in ’48 was $3.94 
—below the average 1935-39 
cost. Black-and-white cost per 
thousand was $2.80, slightly above 
the 1935-39 average, but below the 
cost in three of the base period 
years. 

MAB also pointed out the change 
in cost-per-thousand over the 
years. As late as 1920, cost-per- 
thousand for black-and-white 
pages was $3.33, and $6.03 for 
four-color pages. When Mellin’s 
Food became the first four-color 
magazine advertiser in 1893, it 
bought a Youth’s Companion back 
cover, featuring a Renault paint- 
ing called “The Awakening of Cu- 
pid.” It paid $14,000 for 650,000 
circulation—or $21.54 per thou- 
sand. 


a The magazine group also pointed 
to the rise of food advertising. In 
1948, makers of food products and 
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food beverages spent nearly $: 
000,000 in magazines—or rm 
than 10% of magazines’ total }-. |). 
ing. This classification has ne: }, 
doubled since 1943, and is 
more than 11% from 1947. 
the first time this classifica 
spent more money in magazi jes 
than in the four radio netw< 
(gross billings). 

The top food magazine ady »y 
tiser was General Foods, w! 
spent $5,009,390 in 1948, compa 
to $3,702,496 in 1947. Exclu 
food beverages, Swift & Co. w« 
have been the leader, with 
expenditures of $3,793,816, com- 
pared with $3,608,122 in 1947. 
heaviest advertised single {f 
product was Campbell soup, v 
$2,353,296. 

Twelve companies in this caie- 
gory spent more than $1,000,000 
in magazines in 1948. 


10d 


th 


a A total of 672 different food 
products or food beverages wer 
advertised in magazines; 191 prod- 
ucts, mostly mail order accounts 
spent less than $2,500 each. 0! 
the rernaining 481 products, the) 
(1) made a median investment just 
under $34,000; (2) used an average 
of 4.3 magazines (42 accounts used 
ten or more magazines); (3) used 
an average of 17.7 insertions per 
account (but 63 accounts ran 4( 
or more individual insertions) 
and (4) appeared an average of 
5.9 months in any magazine used 
by the account (50 accounts sched- 
uled ads to appear in at least one 
magazine in every month of the 
year). 

MAB notes its figures were 
drawn from Publishers Informa- 
tion Bureau and that “Sunda) 
newspaper supplements are ex- 
cluded from magazine figures.” 


Dutton Heads Eaton Paper 


Harry C. Dutton has resigned as 
president and general manager of 
White & Wyckoff Mfg. Co., Hol- 
yoke, Mass., greeting card manu- 
facturer, to become president of 
Eaton Paper Corp., Pittsfield, Mass 
George P. Cayson Jr., former pres- 
ident of Eaton, will remain as vice- 
president. 


WICC Appoints Parker 


Charles Parker, formerly with 
the Aerosol division of Bridgeport 
Brass Co., Bridgeport, Conn., has 
been appointed sales manager o! 
Station WICC, Bridgeport. He 
joined the station in December, 
1948. 
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Simon may have been simple, but the 
Pieman—a sage fellow—made sure that 
prospects had money to buy his wares. 

If he were in business today the Pieman 
would be among the smart advertisers 
who sell the Best of New York first. 

For New York is not only a vast mar- 
ket; it is many markets, good and poor. 
Here there are more people better able 
to buy than elsewhere. But there are also 
armies of New Yorkers who, eager to 
taste your wares, would have to reply 
“indeed I have not any” when it came to 
closing a sale. 

This, then, is the answer to the riddle 
of New York: why great numbers ad- 
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dressed do not necessarily add up to great 
numbers of sales. 

The Herald Tribune delivers people- 
with-pennies in both great geographical 
segments of New York—city and sub- 
urbs. They are people who not only buy 
a product time and again, but influence 
others to buy as well. They are at once 
your best customers and your best sales- 
men. They are the best of New York.* 


*Example: Automobile manufacturers 
look to the best of any market for the bulk 
of their sales. Last year they placed more 
new car advertising in the Herald Tribune 
than in any other New York newspaper. 
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Get the BEST 
...and the rest 
COmMeS CASY.... 
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Gardner Retains 
Army, Air Forces 


WaASHINGTON—Gardner Adver- 
tising Co., St. Louis, will retain 
the recruiting advertising contract 
for the Army and Air Forces, it 
Was announced officially Wednes- 
day. The program is budgeted at 
$2,510,000, about half of the bud- 
get for the current year (AA, 


“It pays to cater to the men!” 


Men have decisive opinions on auto- 
mobiles, appliances, liquor, sporting 
goods and clothes. And over a mil- 
lion of ’em buy TRUE every month. 
Because TRUE brings men scoops, 
adventure, sports and “the good life)’ 
TRUE is America’s Largest Selling 
Man’s Magazine! 


Send for copy of TRUE, Dept. a3, 67 W. 44, N.Y. 


April 18). 

Four agencies, including N. W. 
Ayer, former Army and Air Forces 
agency, pitched for the account 
before a special selection board 
early in April. Invitations to bid 
were sent to 43 “over $10,000,000” 
agencies. 

Gardner is also expected to re- 
tain the National Guard account. 
Selection of the guard agency, with 
a budget of approximately $300,- 
000, is expected to be announced 
next week. 


Lewis Gets Railway Account; 
Appoints Cleland to Staff 


Minneapolis & St. Louis Rail- 
way Co., Minneapolis, has ap- 
pointed Addison Lewis & Asso- 
ciates, Minneapolis, to handle its 
advertising. Trade publications and 
magazines will be used. Fadell 
Co., Minneapolis, formerly han- 
dled the account. 

John H. Cleland, formerly fi- 
nancial and business writer for 
Minneapolis newspapers, has jcin- 
ed the agency as an account exec- 
utive. 


Agencies, Admen 
Ask Additional 


Grocery Reports 


Publishers Praised, 
Criticized at 1949 
Inventory Meeting 


CuicaGo—Food advertisers and 
their agency representatives last 
week gave newspaper publishers 
who sponsor monthly grocery in- 
ventories a hearty vote of thanks, 
a pat on the back for the good work, 
and then asked for more of the 
same, and more intelligent use of 
the inventory by the publishers. 

More than 100 sales, advertising 
and marketing executives repre- 
senting advertisers, agencies and 
newspapers were on deck for the 
second annual grocery inventory 


research clinic, jointly sponsored 
by the Bureau of Advertising, 
ANPA; Grocery Manufacturers of 
America; the Association of Na- 
tional Advertisers, and the Amer- 
ican Association of Advertising 
Agencies. 

Since the first such clinic last 
year set up a fairly uniform basic 
list of food classifications to be 
measured by the inventories and 
since the reports are reasonably 
standardized, major emphasis at 
the 1949 meeting was directed to- 
ward showing publishers how use- 
ful and profitable (in the long 
run) their expensive reports could 
be. 

For example, John S. Monroe, 
sales analysis manager of General 
Mills, told the group that “General 
Mills has made it a definite policy 
to consider the existence of a 
newspaper grocery inventory in 
a market as a factor in its decision 
whether to advertise in that mar- 
ket.” 


ws He told the publishers that 
General Mills has plans under 


WHO LISTENERS 
SEND 260,000 PARCELS 


ly December, 1945, WHO began telling its listeners 
about the great need for clothes, medicine and food 
in Europe —told its listeners that by writing to WHO, 
they could get the actual names of needy families in 
Europe to whom relief packages could be sent. The 
results for the first four months were startling: Lis- 
teners in 39 states sent 22,500 packages to families 
in Norway, Holland and France! 


Elated, WHO decided to continue the appeals for 
as long as the need existed, though a rapidly-diminish- 
ing response was anticipated. Time proved otherwise. 
Instead of losing interest in the following three years, 
WHO listeners stepped up their rate of giving — have 
now sent more than 260,000 parcels to eight Euro- 


pean countries! 


What sort of star-studded program does WHO use 
for this European Relief Project? It’s “The Bill- 
board,” a public-service program conducted by M. L. 
Nelsen, our News Department Editor, and heard 
three nights a week from 10:30 to 10:45! 


* 


_ TO EUROPE! 


Here is magnificent proof of WHO's listener- 


acceptance. 


It stands to reason that advertisers, too, benefit 
from all the things that make WHO the favorite 
station in lowa Plus. Get the proof —write for your 
copy of the 1948 Iowa Radio Audience Survey. 


W Inl © 


+ for lowa PLUS * 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 
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way for test campaigns in seve 4) 
markets. In each case, he szid. 
“we have chosen the city beca ise 
it is covered by newspaper-c n- 
ducted grocery inventory . e. 
search.” 

And J. Harvey Howells, adv: r- 
tising manager of Standard Bran |s, 
declared that the grocery inven- 
tories and the bureau’s work wi re 
in large part responsible for ‘he 
company’s dropping its three we ||- 
known network shows, in fay or 
of local media. 

Richard H. Moulton, director of 
market research for General Foois, 
told how his company has used ‘he 
reports to analyze long-term con- 
sumer buying trends, to measure 
the effect of the introduction of 
new products and to appraise the 
effectiveness of the test advertising 
and special deals as permanent 
sales builders. 


a At the Four A’s afternoon ses- 
sion, D. E. Robinson, vice-pres- 
ident of C. J. LaRoche & Co. and 
chairman of the Four A’s com- 
mittee on research, cited examples 
of how the audits have been useful 
in measuring consumer buying of 
new products, new packagings and 
special promotions. 

Typical of the attitude of many 
speakers was Mr. Robinson’s com- 
ment: “We may be critical of 
some of the field work done, and 
we may suggest changes in re- 
porting and use on your (the pub- 
lishers’) part. But these merely 
show our desire to be helpful. They 
mean that these inventories are so 
valuable to us that we want to 
see them improved, not discon- 
tinued. 

“In fact,” he said, “our greatest 
criticism is that there are so few 
of them. We wish there were more 
publishers who were concerned 
enough about the needs of ad- 
vertisers and agencies for infor- 
mation on local markets to in- 
troduce these store inventories in 
their own territories.” 


a Sam B. Gill, director of mar- 
keting for Sherman & Marquette, 
called the dealer or store type in- 
ventory most valuable of all types 
of consumer or dealer inventories 
“We must remember,” he said, 
“that advertising today moves s0 
fast, what with new types of 
media, new merchandising plans, 
new competitors appearing on the 
market, etc., that an accurate, sen- 
sitive, and frequent trend picture 
must be established even if we 
disregard all the variables in- 
herent in consumer purchase re- 
ports.” 


‘Sports Afield’ Hits 
New Circulation High 


An interim publishers’ statement 
just released by the Audit Bureau 
of Circulations shows average Cc'r- 
culation of Sports Afield for ‘he 
first three months of 1949 to be 
834,910, said to be an all-time high 
for any sportsman’s magazine. 

Newsstand sales for March 0! 
363,085 +were the highest ee! 
achieved by Sports Afield, wh °h 
put a new guarantee of 750,’ 0 
into effect with the March, 19°, 
issue. 


Promotes Rowan to V. P. 

Russell C. Rowan, account *- 
ecutive, has been named vice-p! ‘- 
ident of Koehl, Landis & Lanc ‘1, 
Cleveland. 


Throughout the U.S.A., the best-infor 


EXPORT MANAGER 


and 


EXPORT ADVERTISER 


every week read 
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*‘Have you ever read any of the ‘My Faith’ articles?’’ and, “‘Did they interest you?’’, 
were among questions recently asked in 2840 homes into which The American Weekly goes. 


How strong is America’s faith today : 


Some reassuring facts about the founda- 
tion on which even the commercial welfare 
of the U. S. rests—uncovered in an impar- 
tial survey. 


@® What happens to faith when a nation finds— 
after years of war—only a troubled peace? 

Delving deeper than the usual questions on in- 
come and education, a study conducted in 2840 
homes where The American Weekly is read touched 
the foundations of our spiritual life. Thousands 
of answers show interest, action growing from a 
series of articles entitled ““My Faith.” 

“Ts there a real conflict between the revelations 
of religion and the discoveries of science?’’—was 
the subject of essays by Nobel Prize winners and 
other leading thinkers. The response of readers 
confirms The American Weekly’s editorial belief 
in certain basic human interests. 


HOW WELL WAS “MY FAITH” READ? 


The percentage who read these articles— projected 
against The American Weekly’s 9,410,561 circulation 


Among the research 
authorities who 

directed the nation-wide 
impartial survey 

without compensation... 


VERGIL D. REED, Ph.D. 
Economist, Associate 
Director of Research, 

J. Walter Thompson Co. 


—indicates that millions gave them time and thought. 


93.4% of these readers thought them interesting. 
Were they helpful? 85.1% said ‘‘Yes.”’ ‘Very timely, 
the way things are going in the world,” said 52.3% 
...‘Don’t like to see religion discussed in magazines,” 
said 5.7% .. .“Such articles should appear more 
often,”’ said 31.1%. More significant: 22.4% recom- 
mended the articles to others. 'That’s action! 


WHAT DOES THIS MEAN? 


The nation-wide study of reader response once again 
shows the power of the editorial content of The 
American Weekly to win the attention, confidence, 
belief of millions—and create action. Results reveal 
again the soundness of a basic formula made up of 
timeless human interests: from love, romance, mys- 
tery and tragedy, through science, education, history, 
health, religion. 


Upon this framework, and the loyalty and interest 
it creates, the editors of The American Weekly have 
constructed a magazine with the greatest audited 
circulation in the world—9,410,561 A. B. C.! 


The American Weekly offers advertisers a dual 
opportunity: association of their messages with this 
established, energized reading habit . . . in an audience 
so big that it, by itself, can sway the nation’s major 


FRANKLIN R.CAWL, Ph.D. 
Director of Marketing 
and Research, 
Kudner Agency, Inc. 


D. E. ROBINSON 
Vice-President 
in Charge of Research, 
C. J. LaRoche & Co., Ine 


markets. And an opportunity to present these mes- 
sages at the lowest cost, as shown below: 


Latest Cost per color 


K— ~ SR dd 
The American Weekly . 9,410,561 $2.36 
BP éeeroeccrvrccsre st eee) | 6G 
Saturday Evening Post. 3,923,606 4.08 
Collier’e ..ccccccs 2000100 3.88 
o arr errrerr.s  _maee 


What is an average American Weekly household ?* 


\ *All figures are taken from the impartial 

probability survey of 9672 households in 

every part of the U. S., which was con- 

ducted by Alfred Politz Research, Inc., 

and directed without compensation by 
four of the nation’s leading research 
authorities. 


A.W. non-A. W. 
household household 
Average income . . a ae . $3280 $2770 
Number of children ...... . 1.3 1.2 
School years completed 
by male head of house . ore 8.8 
Number in family 3.2 3.1 
Ownership of home 55.3 63.1 
Use electricity 98.9 91.9 
Private tub or shower 85.2 65.1 
Mechanical refrigeration 81.3 69.9 


Copies available upon request on business stationery. 
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THE 


Greatest 
Circulation 
in the World 


‘“*4 Hearst Publication”’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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American Wine Names FC&B 


American Wine Co., Beverly 
Hills, Cal., blender of Cook’s Im- 
perial champagne, has retained 
Foote, Cone & Belding, Los An- 
geles, to direct its advertising. 


Renault Names Miller 


Renault Selling Branch, New 
York, has appointed Miller Adver- 
tising, New York, to handle United 
States advertising for the new 
Renault automobile. 


e e 7 e 2 * 

° Valuable time, ‘‘below ceiling’ rates, bd 
ready for early occupancy. Agent, 

@ Pav! Raymer and Company owner @ 
KIOA Des Moines, lowa. You can't 
go wrong with Des Moines’ only 10,- 

@ 000 watt® station. It will serve your @ 
needs admirably in lowa's abundant 
market. Coverages maps, schedules 

@ and availabilities are yours for the @ 
asking, . . . See any Pau! Raymer 
man or write direct to KIOA, Des 

@ Moines, lowe. ® 

*#10,000 Watts day, 5,000 Watts night 


Publishers Buy 
American Press 
from John Perry 


(Continued from Page 1) 

The other stockholders have not 
been announced. Included among 
them are officers of APA: Charles 
B. Emde, executive vice-president; 
A. L. Graham, vice-president; M. 
Colesanto, treasurer, and M. J. 
Mackel, secretary, all of New York. 
Mr. Emde will continue to head 
the sales work of the association. 

Mr. Spraker said that APA is 
inviting into membership “all of 
the better newspapers which have 
a good coverage of their territory 
and bona fide paid circulation, and 
which handle national advertising 
efficiently and effectively.” 


ws Field work will be supervised 
by a board of publishers headed 


by Walter Sanders of the News, 
Nunda, N. Y. 

The purchase price of the Perry 
interest was not announced. 

American Press, edited by Don 
Robinson, is published by the as- 
sociation. 

Mr. Perry also controls Western 
Newspaper Union, with offices and 
printing plants in 44 cities; Pub- 
lishers Autocaster Service, West- 
ern Paper Co., Mid-Western Print- 
ing Co., Perry Publishing Co., 
John H. Perry Associates, Amer- 
ican Kaolin Co., Jonperry Realty 
Co., Perry Mercantile Co., H. W. 
Britnall Co., Glenwood Farms and 
Glenwood Hatcheries. 

His newspapers include the 
Jacksonville Journal, Pensacola 
Journal and News, Panama City 
News-Herald, De Land Sun-News 
and Ocala Star-Banner, all in 
Florida, and the State Journal in 
Frankfort, Ky. He also controls 
radio Stations WJHP, Jacksonville; 
WCOA, Pensacola; WDLP, Pan- 
ama City, and WTMC, Ocala. 

Among other activities, Mr. Per- 
ry, was largely instrumental in 


starting the Greater Weeklies, 
which now has 230 members. A 
report of this group’s annual meet- 
ing in New York last week is 
carried elsewhere in this issue. 


McLean Adds Duties 


J. Donald McLean, assistant man- 
ager of Canadian sales, has been 
appointed manager of the Toronto 
office of International Nickel Co. 
of Canada. In addition to his new 
duties, he will continue to assist 
C. E. MacDonald, manager of 
Canada sales on matters relating 
to sales promotion. 


Fisher Names Miss Simon 


Miss Christopher E. Simon, for- 
merly with the Monetary Times, 
Toronto, has been appointed head 
of the Montreal office of Franklin 
Fisher & Associates, publicity and 
public relations. 


Schedules Merchandise Fair 


The National Association of 
Variety Stores, Inc., Chicago, will 
hold its 9th Variety Store Mer- 
chandise Fair at the LaSalle Hotel, 
Chicago, Aug. 1-4. 


Before choosing 


*T.M. REG. U.S. PAT. OFF, 


any printing paper... 


| _. Meyer, Ditton 
First in sports equipment 
since 1898 


iilustrated here is a typical use of Levelcoat*, net an actual booklet 


Look at Levelcoat... 


for brightness 


& Walshon 


tvcleoat: 


Should the product you picture in 
your new catalog sizzle? Should it 
sparkle with sales appeal? Then make 


it come alive—against the setting of 


lustrous Levelcoat* printing paper. 
Yes, Leveleoat papers are brilliant 
from the body fiber out —brighter be- 
cause they’re whiter than ever! 


Look at Levelcoat... 
for smoothness 


Smooth as richest country cream, the 


flowed-on surface of Levelcoat is a tri- 
umph of precision manufacture. Test 
it. Print with it. Let the smoother 
surface of Levelcoat give you smooth- 
er, truer press impressions ream after 
ream, run after run. 


Look at Levelcoat... 


for printability 


Printers and advertisers alike depend 
on the printability of Levelcoat for 


the smooth, trouble-free production of 


uniformly beautiful work. Let this out- 
standing Leveleoat quality produce 
finer results for you, too. Give your 
printing the Levelcoat lift! 


Levelcoat* printing papers are 
made in these grades: Trufect*, 
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Product-of-Week 


Coupon Deal to 
Hit California 


Three Shopping Papers 
Adopt Coveney’s Plan; 
Five Products Tied in 


New YorK—Starting May 19 
three Southern California shvp- 
ping newspapers, with a combi: ed 
circulation of 700,000, will launch 
the “Product-of-the-Week” sam- 
pling-merchandising plan _ ori«i- 
nated in Denver by James A. Covy- 
eney Co., national advertising rep- 
resentative of shopping newspa- 
pers. 

Participating products in the 
plan include Boyle-Midway’s Aero- 
wax, Armour’s Treet, America: 
Home’s Duff Mix, Corn Produc‘s 
Kre-Mel and Borden’s instant cof- 
fee. 

The three papers are the Lo; 
Angeles Independent, with ten edi- 
tions in metropolitan Los Angeles: 
the Long Beach Shopping News 
and the San Diego Shopping News 

The three papers expect to dis- 
tribute 3,500,000 coupons with an 
aggregate discount value of $350,- 
000. The five coupons will hav 
a total value of 50¢ to each reader 
except in Long Beach, where the 
redemption value will be 55¢. 


a The advertising campaign be- 
gan May 5 with an announcement 
to readers of the three papers 
This will be followed with a six- 
column ad in each paper May 16, 
advising 6,500 grocers, both chain 
and independent, of the plan. On 
May 19 the coupons will be dis- 
tributed by 2,200 carrier boys in 
each city. 

In New York, James A. Coveney 
told AA that the plan included 
an initial letter to the trade ad- 
vising them that immediate, al- 
most spot, redemption of the cou- 
pons had been arranged. A plan 
has been adopted whereby the 
grocer can have daily redemption 
if he so desires. 

Following this, each of the three 
publishers wrote a letter to the 
chief West Coast sales executive 
of each of the participating com- 
panies telling them of the plan. 


sw A second mailing, to each of the 
6,500 grocers in the area, is plan- 
ned. This will include a kit com- 
prising advertisements of what has 
been and what will be announced 
to readers, and samples of ithe 
coupons to be used. 

The Coveney organization re- 
ports that since the start of “Prod- 
uct-of-the-Week,”’ more than 60'),- 
000 coupons have been redeem: ( 
A late report on its Cleveland «p- 
eration reveals that as of April 
30, 290,462 families had receiv °d 
coupons and 233,106 had presen °d 
them for redemption of the f ’e 
products used in that area. 

Cleveland-used products w ‘¢ 
Perk soap, Chiffon soap flak 5, 
Armour’s chili, con carne, Dron °- 
dary white cake mix and Borde ‘* 
instant coffee. 


Roberts Joins Nirenberg 


Chester Roberts, former acco } 
executive with William Lawre: ‘ 
Sloan Agency, New York, has bi 1 
appointed co-director of sales p - 
motion of M. Nirenberg Sons, I) °°. 
New York, maker of Lion of T: } 
shirts and sportswear. 


PRINTING PAPERS 
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Multifect*, and Rotofect*. 


_Nimiery| KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


Harwe Feuill &- Company 
PERMANENT 


DISPLAYS 


POINT OF SALE 
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with First 3’s 
SUNDAY PUNCH 


Give your advertising CONCENTRATED POWER in the /mportant Indus- 
trial North and East. With rirst 3 MARKETS GROUP you get the great- 
est coverage offered by any single medium in each of the first 3 


markets of the country with finest rotogravure and colorgravure 


reproduction assuring maximum package and product identification. 


New York Sunday News 


the group 
with the Chicago Sunday Tribune 
bs , : Philadelphia Sunday Inquirer 
Sunday BE ‘J 2 Pe 
Punch : M ARK T 6 R Sie ae i Rotogravure « Colorgravure 
ie E S r= ° U p = Picture Sections « Magazine Sections 

New York 17, N. ¥., News Building, 220 East 42nd Street, VAnderbilt 6-4894 7 Chicago 11, Ill., Tribune Tower, SUperior 7-0043 

13, Cal., 448 So. Hill Street, MIChigan 0578 


San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 
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McNamara Transferred to NY 


Paul McNamara, of Selznick Re- 
leasing Organization, Hollywood, 
has been named advertising and 
publicity manager of the com- 
pany’s New York office. The move 
follows the break-up of the Selz- 
nick coast operations. 


Advances Meston 

John Meston, western division 
editor of CBS, has been appointed 
editor of network programs in 
Hollywood, effective May 15. He 
succeeds John Dunkel, who is re- 
signing to finish a novel and a 
play. 


OPTIVISE! 


* GET readers to see what-when-as you 


want them to see. Boost ad impact 

with new layout formula: art plus eye- 
science. Airmail your ad plan headaches to 
AD SCRIBE, NORTH CANTON (6), OHIO 
This man has the psych prof's books, the 
artist's touch, the salesman's slant. Works 
fast from minimum notes. Does keen layouts 
for industry advertising managers who KNOW 
but can't spend big dough. 5 years agency 
creative experience. Write Ad Scribe SOON. 


AD SCRIBE, NORTH CANTON (6), OHIO 


Topics’ Aglar Cook 
Sued by McQuade; 
Charges ‘Waste’ 


New YorK—John S. McQuade 
has brought suit against Aglar 
Cook, president of Topics Pub- 
lishing Co., and the company it- 
self on ten counts involving more 
than $600,000 alleged waste of the 
company’s funds over the past ten 
years. 

Son of the late Jerry McQuade, 
a Topics executive and stockholder, 
John McQuade, of Pelham, N. Y., 
has presented his demands on each 
director of the company. The com- 
pany publishes Drug Topics, Food 
Topics, Food Field Reporter and 
other publications. 


a Mr. McQuade’s suit declares that 
Mr. Cook since 1940 has with- 
drawn $20,000 more in salary 
than authorized, has been away 
from work five months a year, has 
spent some $59,000 for expenses 


not “supported by proof that the 
sums were spent for the corpora- 
tion,” and has paid too high a 
salary to his son-in-law, Harrison 
Fraeker. 

The new Food Topics had sus- 
tained a $300,000 loss, the suit 
charges, largely because Mr. Cook 
delegated its supervision to “sub- 
ordinate employes who were in- 
competent to carry out the duties 
entrusted to them.” 

Mr. McQuade demands that the 
directors “take immediate action 
against Mr. Cook” to recover the 
“lost” money, and that “out of the 
surplus of more than $800,000 
possessed by the corporation, a 
dividend of at least $600,000 be 
declared.” 


Jenney Named V. P. 


Sherman Jenney, for the past 
two years sales manager of Region 
1, (northeastern states) of Brown- 
Forman Distillers Corp., has been 
elected vice-president of the com- 
pany. Mr. Jenney joined Brown- 
Forman as New York metropolitan 
manager in 1946. 


American Tobacco Names 
Gumbinner for Roi-Tan Cigars 


American Tobacco Co., New 
York, has appointed Lawrence C. 
Gumbinner Advertising Agency, 
New York, to handle advertising 
of Roi-Tan cigars. This 10¢ cigar 
was introduced by American To- 
bacco in 1903. 

All media with the exception of 
point-of-sale were discontinued in 
1939, because point-of-sale did the 
best job, according to an American 
Tobacco executive. The cigar, 
which is now called “the cigar 
that breathes,” will be featured in 
a new campaign probably within 
a month. Roi-Tan cigars haven’t 
been actively handled by any agen- 
cy since 1939, when Lord & Thom- 
as handled American Tobacco. 


WGN-TV Signs Fox DeLuxe 


Peter Fox Brewing Co., Chicago, 
for Fox DeLuxe beer will sponsor 
the first half (approximately four 
bouts) of the WGN-TV Friday 
night boxing telecasts from the 
Madison Arena, effective May 20. 
The last half of the boxing tele- 
casts are being sponsored by Ro- 
sen’s Clothing Store of Chicago. 


Sentimentalists can go on for hours about the virtues of the old General Store! 


What did they have that we haven’t got? 


“THEY HAD A LOT,” you may we reduce the unit cost of selling? 
say. Some of the talk was very 


useful talk. But wait a minute... 


Would we want to return to 
the days of the kerosene smell, the 
flies buzzing over the sugar, the 
mice sampling the crackers? Ob- 
viously not . . . the old stores, and 
the old thinking that went with 
them, just couldn’t deliver the values 
we demand! 


Recently Don Francisco, Vice 
President of the J. Walter Thompson 
Company, discussed these and sim- 
ilar questions in an analysis of dis- 
tribution’s role in our economy pre- 
sented before the National Market- 
ing Conference of the Chamber of 
Commerce of the United States. 


We shall be glad to send you a 
copy of Mr. Francisco’s paper, “‘Dis- 
tribution—a Look Back, and a Look 
Ahead” for your own study. 

It is free. Would you 
like a copy? 


But what have we paid for our 
better stores and our improved dis- 
tribution? Does distribution cost too 
much? How shall we judge? How can 


‘*The number of jobs in our production system is determined, 
in the last analysis, not by management. ..not by the 


unions... but by how much goods can be so 


For a final answer, each individual 
case must be studied on its own 
merits. But as Mr. Don Francisco 
said recently before the Chamber of 
Commerce of the United States, 
“The all-important fact is that dis- 
tribution costs should be considered 
as an integral part of total costs, 
and not dealt with separately.” 


Percentage figures are misleading. 
If the over-all cost is reduced by add- 
ing distribution expenses, then the net 
result is a gain for the community. 


Mr. Francisco’s analysis of this 
timely problem in the booklet ‘‘Dis- 
tribution—a Look Back, and a Look 
Ahead”’ will be of interest to all those 
engaged in business management or 
marketing. Write for your copy to 
J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other fully staffed offices 
in strategic cities around the world. 
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ABP Assails 
‘Deep Freeze Ad 
As Major Threat 


New YorK—By order of its ex- 
ecutive ‘committee, Associated 
Business Papers’ President E. F 
Hamm Jr. has called Nation's 
Business’ recent “Deep Freeze” 
an unwarranted and direct attack 
on the business paper industry, in 
a letter sent to the board of ci- 
rectors of the U. S. Chamber of 
Commerce. 

Mr. Hamm pointed out that 
there are some 18,402,000 sub- 
scribers to business papers in this 
country, among them members of 
local chambers of commerce. 

“These people,” he said, “would 
be the first to suffer were they 
deprived of the news and infor- 
mation so necessary to them in 
the production, distribution and 
sale of their products, as well as 
the helpful and informative ad- 
vertising that is carried in these 
publications. 

“In addition, many business pa- 
per publishers support the United 
States Chamber, not only as mem- 
bers but through the columns of 
their publications as well. 

“Obviously,” concluded Mr. 
Hamm, “attacks such as this car- 
ried on by Nation’s Business are 
seriously harmful to the business 
press, and I believe that with a 
careful consideration of the facts, 
such attacks by its spokesman will 
not further be approved by the 
United States Chamber of Com- 
merce.” 


m The text of the advertisement, 
which first appeared in the Wash- 
ington Post, Feb. 24, and has since 
run in some advertising publica- 
tions, follows: 

“For twenty-five years there 
was no more eager beaver in busi- 
ness than Bill Whitely. 

“At college, he was the only man 
in his fraternity house who really 
read all the Alexander Hamilton 
Institute course books all the way 
through! 

“During the years he was mov- 
ing ahead in his company, the 
business magazines filled much 
of his brief case, nights and week- 
ends. 

“The war boosted both the com- 
pany and Bill. The company came 
out in fine shape, but Bill found 
himself just another over-fifty, 
overweight, overtired executive, 
with bi-focals, and an almost 
grown family he didn’t know very 
well. 

“Now his off hours are taken 
up by television, mystery storics, 
movies and time-killers he once 
disdained ... And most of the bus'- 
ness publications are deposited 1 
the big side drawer of his de « 
that his secretary calls ‘the Dep 
Freeze’..:usually to emer: eé 
weeks later in the Outgoing tr: 


a “The Deep Freeze is a fact r 
that must be faced by all adve - 
tisers to the business markets. 

“New problems, difficulties, co: - 
ditions take more of the busine :s 
man’s time, energy, thinking. 

“Business publications, perioc - 
cals, newspapers... all have m¢ 
pages, more content, carry mc ©@ 
advertising ...take more time a’ / 
energy to read. 

“Something has to give son 
where...” 


ao 


IF RR USE CAR. CARD 
for FREE Sample . 


“CARDISPLAY 


UNIQUE POINT-OF-SALE 


x cA R-CARD HOLDER 


CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, MI 
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Never Underestimate the Power of a Woman! 
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Marketers to Meet 
in Boston May 19 


Boston—The third annual New 
England Marketing Conference will 
be held at the Hotel Statler, Bos- 
ton, on Thursday, May 19. The 
conference theme is, “Effective 
Marketing in a Buyer’s Market.” 

Speakers and their subjects in- 
clude: 

Marvin Bower, partner, McKin- 
sey & Co., “The Marketing Man’s 
Moment”; T. G. MacGowan, in 
charge of marketing research, Fire- 
stone Tire & Rubber Co., “Fore- 
casting”; Richard D. Crisp, di- 
rector of market research, Tatham- 
Laird, Chicago, “How to Reduce 
Distribution Costs—While There Is 
Still Time”; and Prof. Ross M. 


Cunningham, professor of mar- 
keting, Massachusetts Institute of 
Technology, “The Value of Mar- 
keting Research to Management.” 

In addition, methods of estab- 
lishing accurate sales potentials 
for consumer products in specific 
market areas will be presented by 
Bernard Gould, market research 
director, Gillette Safety Razor Co., 
and Henry Brenner, director of 
marketing research, Standard 
Brands, Inc., will outline the var- 
ious problems involved in the de- 
veloping and introduction of new 
consumer products. 

The conference is being spon- 
sored by the New England chapter 
of the American Marketing As- 
sociation in cooperation with var- 
ious other Boston and New Eng- 
land organizations. 


Wollensak Elects Officers 
Edward A. Springer, vice-pres- 
ident and general manager of Wol- 
lensak Optical Co., Rochester, N. 
Y., and with the company since 
1919, has been elected president 
of the company. Jacob G. Magin, 
president since 1936, has been 
made chairman of the board. Other 
officers elected are: George H. 
Hawks, vice-president; Andrew 
A. Wollensak, vice-president in 
charge of sales and advertising; 
Frank J. Wollensak, vice-presi- 
dent; Andrew J. Magin, secretary, 
and Thomas H. Hawks, treasurer. 


‘Financial Post’ Names Hayes 

J. M. Hayes has been added to 
the advertising sales staff of the 
Financial Post, Toronto. He was 
formerly assistant advertising 
manager of Canadian Business, 
in charge of its Ontario office. 


30 TV Stations 
Sign with Roach 
for Film a Week 


HoLLywoop—Agreements have 
been reached with some 30 non- 
competitive television stations 
whereby they will use films pro- 
vided on a regular weekly basis 
by Hai Roach Studios, AA was 
told last week by Hal Roach Sr. 

Stations will make an _ initial 
payment of 50% of cost, which in- 
cludes 25% for all film studio 
overhead, with balance to be paid 
as stations get their money back 


How did your dealers answer 
these questions—and what 
should you be doing about it? 


1. What trade publications do you read 
regularly? 


2. Do you pass on copies of these pub- 
lications to sales people in your organ- 
ization? 


3. What percentage of your sales per- 
sonnel read trade publications which 
are passed on to them? 


4. How iong do you save your copies of 
trade publications for reference? 


5. Which features of trade or general 
publication advertising by manufac- 
turers are most informative and help- 
ful to you? 


6. Do you usually tie in your own mer- 
chandising with manufacturers’ con- 
sumer promotion campaigns? 


7. What percentage of manufacturers’ 
displays, printed matter, newspaper 
mats, etc., supplied to you are actually 
used? 


8. What proportion of your customers 
ask for a specific brand when purchas- 
ing? 


9. What proportion of your customers 
ask you for your recommendation? 


10. What factors cause you to make a 
recommendation to a customer? 


NN. What proportion of your customers 
buy what you recommend? 


12. What methods do you personally 
prefer to have manufacturers use in 
keeping you informed about their con- 
sumer advertising’? Direct mail? Sales- 
men’s visits? Trade paper advertising? 


You'll find some surprising answers in 
Dun & Bradstreet’s recent survey for ABP 
— mail the coupon today for your summary! 


HOW YOUR DEALERS THINK—and what they do—about the products and 
promotions you are trying to sell is more important than ever today, 
now that competition is back. And you may be surprised at some of the 
dealers’ thinking—as reported in the recent survey which Dun & 


Bradstreet has just completed for ABP. 


Purpose of the survey was to enable ABP’s merchandising papers to 
render still better service to both readers and advertisers in their 
respective fields. No attempt was made to “slant” the survey, or to 


retouch any of its findings. 


355 dealers were interviewed—appliance, hardware, drug, jewelry, 
home furnishings, office equipment, and grocery, to mention a few. 
Every geographical region of the country was covered. 


For your convenience, ABP has summarized the findings of this sur- 
vey. If you’ll fill out the coupon below we'll be glad to send you a copy. 
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bers of ABP subscribe MEE ves venconsvcsecevecces 
to a code of high edi- 

torial, advertising and ere 
circulation standards, 

and pledge themselves to ADDRESS 

deliver publications 4 MOORES «----+eeeeeeeeveeens 
worthy of the subscrib- city 


er’s money and the ad- 
vertiser’s investment. 


Please send me your summary of the 
Dun & Bradstreet dealer survey. 
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the associated business papers 
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THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 
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through repeat sponsored telecas' ., 
if not on the first. 

After the station gets its mon , 
back, profits will be shared equa! y 
by Roach and the station. Tir e 
charges belong to the stations a: 4 
are not included in the deal. Wi - 
liam Morris Agency is handli: 
sales of the package; Morris w 
also handle national sponsorsh 
by arranging details between t! e 
advertiser and individual station ; 


CS = JG 


s Films will be top-quality on tle 
“basic principle” that the proflit 
will come from subsequent tel: - 
casts. Thus, despite inevitable in - 
provements in techniques, et... 
they will be made to continue 4s 
high-grade entertainment over «s 
long a period as ten years. In ths 
connection, Roach pointed to the 
practice of movie studios in re- 
issuing films of that vintage. This 
can only be done profitably when 
the original film is a “good” one, 
he observed, and it is anticipated 
the same will be true of TV films. 

Two hours of programming have 
been filmed to date, with the goal 
being five hours per week. Com- 
pleted are two 30-minute films, 
two 20-minute films and two 10- 
minute films. Roach declined to 
tell AA the approximate cost of 
the films, saying charges would be 
a local matter and that publica- 
tion of such information might not 
be in the interest of individual! 
stations. 


a Pending completion of an “equi- 
table” contract, he would not di- 
vulge the names of stations with 
which agreements have been 
reached but said they include one 
in each of the country’s seven larg- 
est markets. No conflict is ex- 
pected between a network affili- 
ation and Roach’s service because 
it is estimated that a station will 
need be on the air at least 63 hours 
a week to break even, and these 
films will take care of the trouble- 
some problem of getting high qual- 
ity local programs. 

The syndication is a _ tangible 
result of Roach’s belief that mul- 
tiple sponsorship is the only logical 
solution to the high cost of salable 
TV films (AA, Jan. 31). He feels 
it is the only manner in which 
“hundreds of smaller advertisers” 
can be brought into the medium at 
a price they can afford to pay. He 
admits it probably isn’t the answer 
for big advertisers, but says they 
will be in anyway. 


a The Roach studios are following 
the same thinking in the prepar- 
tion of a series of one-minute spo's 
for syndication. These will be 
available locally for bakeries, 
breweries and other retail lines, 
with 40 seconds being a canned 
pitch and the remaining 20 secon 
giving the individual sponsor sj 
cific plugs. 

Thus, for beer the spot might £», 
“When the warm, summer s'" 
makes you thirsty, there’s nothi & 
like a long, cool glass of beer. © 
The local brewer’s identity w 
be integrated aurally and visua 
by use of his bottle and label. ‘ 
this basis a spot can be produc 
for about $120 as compared w 
much higher costs when an ent 
spot is made for an _ individ 
sponsor. 
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Names Mrs. Thompson 


Alice Thompson, for the p 
four years executive editor 
Seventeen, New York, has be ° 
appointed publisher of the mag - 
zine by Walter Annenberg, pre 
dent of Triangle Publications, w 
previously held the post. Editor 
direction will continue under M 
Helen Valentine, editor-in-chie 
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Pedlar & Ryan Named 


La Primadora Cigar Corp., N: 
York, has named Pedlar & Ry: 
Inc., as its agency. Newspapers a 
a sports radio program will 
used to promote the compan: > 
new cigar, “Rialto.” It will be t 
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‘Advertising Age 


fills a unique 


position | 


Says 
N. T. SCHWIN, Director of Advertising 
HOUSEHOLD FINANCE CORPORATION 


“T have found ADVERTISING AGE most helpful over 
many years. In addition to the spot news of the adver- 
tising and sales fields (in which you do a superior job) 
your numerous studies of markets, media and men 
have had many practical uses for us here at Household. 
The importance of the advertising trade press to all of 


us in the advertising field needs no elaboration, but 


ADVERTISING AGE fills a unique position all its own.”’ 


NEWELL T. SCHWIN 


A graduate of Harvard, Mr. Schwin has been with House- 
hold since 1932, with the exception of three war years, dur- 
ing which he served as a Lieutenant Commander in the 
Navy. He was on duty in both the European and Pacific 
areas. Since 1945 he has been Director of Advertising, a 
capacity in which he directs one of the most extensive and 
sustained programs in the country. Thus, though the 
major portion of the budget goes to newspapers, Household 
is recognized as one of the largest of all users of transporta- 
tion advertising, uses spot radio on 212 stations in the 
United States and Canada as well as a network on the West 
Coast, and is known as an important user of book matches. 
In addition, Household is now using television, and Mr. 
Schwin also has general responsibility for the Consumer 
Education Department of the company, which produces 
the well-known “Better Buymanship” booklets. Mr. 
Schwin, his two children, and Mrs. Schwin (she is a well- 
known home economics consultant) make their home in 


Skokie, II. 
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How Silly Can Regulations Get? 


Release of an advisory regula- 
tion promulgated March 25 by the 
Wage and Hour Administration, 
holding that employes must be 
compensated for their extra-hour 
participation in contests which 
promote their employer’s business, 
makes it imperative, it seems to us, 
to ask: How silly can regulations 
get? 

Said the ruling, which was re- 
leased for publication at the sug- 
gestion of the unnamed bank 
which sought it: 

“Where the time spent in con- 
test activities is spent during regu- 
lar working hours for which the 
employe is otherwise compensated, 
no problem of computing working 
hours is presented, but compensa- 
tion, if any, paid for contest acti- 
vities must be included in the reg- 
ular rate of pay. 

“Where the engagement in con- 
test activities takes place outside 
normal working hours, it is ne- 
cessary to keep accurate records of 
the time so spent and to compen- 
sate for such time according to the 
provisions of the Fair Labor 
Standards Act. 

“The fact that such time is vol- 
untarily spent by the employes and 
that no compensation is promised 
other than the contest prize money, 
does not affect this conclusion.” 

The ruling covers only those 
employes covered by the wage and 
hour act, and presumably does 
not affect the contest status of 
professional or administrative per- 
sonnel or outside salesmen, but it 


certainly poses an interesting view 
of employe contests which might 
easily be extended to cover sug- 
gestion systems or any other type 
of activity in which “contests” 
among employes are normally 
used. 

When it becomes not only un- 
popular but illegal for an employe 
to pitch in to the extent of his 
own willingness in helping the 
enterprise for which he works to 
grow and prosper, things have 
come to a pretty pass indeed. It 
is always conceivable that some 
employer, somewhere, sometime, 
might use a “contest” device to 
force his employes to work over- 
time without adequate compen- 
sation, but even if such a possi- 
bility be granted, we would be in- 
clined to risk this horrible eventu- 
ality rather than contribute further 
to the already enormous volume 
of legislation and custom which 
makes employer and employe not 
partners in a joint enterprise, 
working toward a common goal, 
but wary antagonists in a life and 
death struggle. 

It seems to us that it is time 
some of the administrative fiats 
which make little or no sense were 
challenged in the courts. The com- 
pany or individual who is given 
a patently silly ruling and who ac- 
cepts it rather than enter the lists 
for a legal showdown performs no 
useful function for society. In- 
stead, he makes it reasonably cer- 
tain that the rulings and regula- 
tions will get sillier. 


How Much for Advertising? 


Speaking to the Bureau of Ad- 
vertising of the American News- 
paper Publishers Association, Wal- 
ter D. Fuller, president of Curtis 
Publishing Co., viewed with alarm 
the declining percentage of adver- 
tising expenditures to national in- 
come. He pointed out that there 
has been a fairly general decrease 
in the percentage of national in- 
come which has been spent for 
advertising, asserting that in 1948 
the figure was 1.8%, as compared 
with 3% or more from 1900 to 
1930, with the exception of two 
abnormal years. 

We doubt that anyone is able 
to say what percentage of the 
national income ought rightly to 
go into advertising or promotion, 
but we do believe that what Mr. 
Fuller called “advertising inad- 
equacy” is a serious thing. 


In relation to national income, 
advertising expenditures—like all 
sales and promotion expendi- 
tures—shrink in times of easy 
business and grow in times of 
hard-to-get business. This is a 
sensible and a logical situation. 
The danger lies, however, in the 
fact that they may reach a general 
level that is too low to perform the 
necessary task of moving goods 
and services in adequate amounts 
to keep the economy on a high 
level, and that is the danger to 
which Mr. Fuller pointed. 

Sending a boy to do a man’s job 
is more than a matter of inade- 
quacy. In the case of advertising, 
sales promotion and selling. it can 
be the difference between success 
and failure—between waste and 
a useful contribution to the econ- 
omy. 
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—Lichty, Chicago Sun-Times 


“Since the wife became active in her club committee work, | feel painfully unim- 
portant, frittering away my time earning a living.” 


Triple Cross 

We try to run our life on a 
strictly live-and-let-live principle, 
and if General Mills would do the 
same thing we’d certainly be grate- 
ful. 

Just at the moment our offspring 
shows signs of split personality, and 
it’s primarily due to the miller, 
its radio shows, and a breakfast 
cereal which will be nameless but 
looks like stunted bagels. 

This cereal is promoted by a 
program called ‘‘The Lone 
Ranger,” which is a combination 
soap & horse opera, with an Indian 
who grunts, a masked man, a 
victory for law & order three 
nights a week, and recorded ex- 
cerpts from William Tell Over- 
ture and other musical gems. 

So far, so good. 

However, cereals are sold with 


premiums. General Mills is an 
assiduous user of premiums. It 
promises children all sorts of 


things the particular premium will 
do. 

So far, so good. Legitimate trade 
puffery. 

But the Ad-libber claims Gen- 
eral Mills descends to villainous 
depths when it puts pictures of 
three premiums on the back of 
the package. 

Mr. Gale, have you ever watched 
a child trying to decide whether 
he would have a Lone Ranger 
Deputy Badge, a Movie Film Ring, 
or a Flashlight Ring (with midget 
battery and secret on-off switch)? 

Imagine a child, lured by prom- 
ises of pictures showing “Marines 
snapped in action—bursting shells 
—roaring flame throwers—pilots— 
combat leaders—war dogs—women 
Marines (where was this beach 
head, Warner’ Bros.?)—training 
scenes,” etc. 

Imagine the same child, lured 
by a badge with its own service 
number, no two numbers alike, 
secret message compartment, spe- 
cial deputy folder included, de- 
coder, deputy certificate, and in- 
structions on how to form a Lone 
Ranger Club. 

Imagine the same child, men- 
tally blinking out a message with 
his flashlight ring, which can be 
seen some fabulous distance—sav- 
ing the fleet, wiping out a spy ring, 
and flipping on and off that secret 
on-off switch. 

We don’t have to imagine. We’ve 
seen juvenile schizophrenia. 


Naturally, there is a way out. 


<> edie ‘a ane 


The coward’s way. The three- 
package way. 

We don’t like cereal that well. 

If this thing clicks, and we in- 
terpret the sinister design cor- 
rectly, this package may soon have 
six premiums, and we’ll be work- 
ing out tasty ways of fixing bagel- 
like cereals in a stew, or salad. 

Look, we’re reasonable. We're 
tired of making a desperate dive 
to the dial just as Elmer Davis 
signs off to avoid the Masked Man. 
Just go back to one premium at 
a time, that’s all we ask. 


Jottings 
When flood waters swelled 
through Missouri Valley, Ia, a 


photographer snapped a picture of 
a Conoco service station, with the 
top line of a sign visible, which 
read: “A Change Is in Order”... 

We were interested to see the 
annual reports of Burlington Mills 
Ltd. and Felt & Textiles of Aus- 
tralia Ltd., prepared for the com- 
panies by Goldberg Advertising 
Pty. Ltd., Sydney. The reports are 
clearly presented and well illus- 
trated, but differ from their Am- 
erican counterparts in that sales 
volume is not reported... 

Scout Scotty Maxwell of J. T. 
Crossley Co., Advertising, Los An- 
geles, notes our comment on Fa- 
tima advertising and reports that 
his counterman tells him Fatima 
sales are 15 times what they were. 
Basil Rathbone should have his 
voice insured, says Mr. Maxwell... 

The Kid Group of the Tanners’ 
Council of America has named R. 
D. Northrop Co., Boston, to handle 
its account. Kid here refers to wo- 
men’s kid shoes, which will be 
promoted by newspaper and selec- 
tive radio in selected cities... 

For 15 years J. M. Bryant Co., 
Clarksville, Ark., has been send- 
ing out a house organ on a blot- 
ter. Its circulation is limited—250, 
but its agency, Leo P. Bott Jr., Ad- 
vertising, Chicago, reports that “it 
has, in several instances, become 
the spokesman for the industry 
and has become widely quoted.” 
The company, which makes tight 
barrel staves, has been ea Bott 
client for nearly 20 years... 

One of our friends, who thought 
modesty had completely evapo- 
rated from the current scene, is 
interested to note Modess’ news- 
paper campaign which capitalizes 
on the fact that its box, when 
wrapped, cannot be identified... 
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Rough Proofs 


Gladys the beautiful reception 
ist says tap dancers couldn’t ge 
along without television, and it’ 
beginning to look as if televisio; 
couldn’t get along without ta; 
dancers. 


ITU strikes no block to produc 
tion, reports the ANPA. 

The net of it seems to be tha 
the printers are getting a lot more 
fresh air on the picket lines. 


Admen are writing more novel: 
than ever, the statistics show, a 
fact which ought to silence the 
critics who insist they turn out a 
lot of fiction on their regular jobs. 


Robert B. Walder says the motor 
car of the future will be smaller, 
lighter and faster. 

Then the National Safety Coun- 
cil should be telling pedestrians 
how to keep in trim. 


Henry Schachte says 80% of the 
people now know who Elsie is, 
and what she’s selling. 

And by now they’ve begun to 
suspect that there must be a little 
bull somewhere in the picture. 


“Successful publisher wants suc- 
cessful space salesman,” the ad 
says. 

As in baseball, it’s hard to know 
whether the team makes the man- 
ager, or vice versa. 


“We feel,” says an agency look- 
ing for an account man, “we can 
offer more in terms of income, op- 
portunity and personal happiness.” 

With the first two assured, you 
can forget the last item. 


Old Gold’s “Toast of the Town” 
is doing all right on video, but the 
boys say the aroma of the produc! 
is so wonderful they really neec 
smellovision. 


Bruce Barton used to say tha 
conventions and meetings consti 
tuted America’s third largest in 
dustry, and with the aid of ad 
vertising and media, they’re rapid! 
moving up to second. 


Ted Quinn refers to “monste! 
companies in the appliance fiel 
As a test of semantics, what 
the connotation when you mere! 
call them “giants?” 


“Most clients’ choices wise, agen 
cies say,” reports the world 
greatest advertising journal. 

Always the diplomats. 


Media men are keenly intereste 
in advertising agencies, and a 
present even the credit manager 
are beginning to look them over. 

Copy CUB 
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To Sell More Food To More 


Women In America’s 3®° Market 


REMEMBER PHILADELPHIA 
PREFERS THE INQUIRER 
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A & P, AMERICAN-ACME STORES, BALTIMORE MARKETS 
MAKE THE INQUIRER THEIR FIRST CHOICE! 


Proven productivity is bringing more and more food advertising to 
THE INQUIRER. Leading grocery chains have increased their linage 
25% in the past year. And more than 100 new national food and 
grocery schedules in 1948 harnessed the sales power of this great 
newspaper to dominate the Philadelphia market. 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnquirer 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bldg., Detroit, Cadillac 6005 
West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St., Los Angeles, Michigan 0578 
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2,000 U.S. Schools 
Adopt NBBB Books 


64 Advertisers Back 
Series with Educators 
to Curb ‘Left’ Teaching 


New York—“Education for 
. American Youth in the Ways of 
America” could well be the title 
of an ll-unit series—there are 
three more to come—of textbooks 
produced and published for chil- 
dren of high school age by the 
National Association of Secondary 
School Principals, a division of 
the National Education Associa- 
. tion. They have been jointly spon- 
sored by the high school group to- 
gether with 64 American business 
firms through the National Better 
Business Bureau. 

Used in nearly 2,000 high schools 
throughout the country, the text- 
books are the result of seven years’ 
cooperative preparation on the part 
of many teachers, public leaders 
and business men who partici- 
pated in a determination of what 
the modern consumer should know 
to live happily in the democratic 
economy of America. 

According to Howard M. Cool, 
education director of NBBB, the 
germ of the idea for this project 
originated in the dark days of the 
depression when there was a cam- 
paign afoot against the contents of 
many secondary school textbooks 
which were as disturbing to edu- 
cators as they were to business 
men. 


s Representatives of the Adver- 
tising Federation of America, the 
National Association of Manufac- 
turers and the Veterans’ Admini- 
stration carefully reviewed the 
content of numerous high school 
textbooks and found that many 
schools were using material that 
untruly, unfairly and misleadingly 
informed teachers of current busi- 
ness practices. 

More specifically, they were, for 
the most part, the books of Harold 
Rugg, a former Massachusetts mill 
and factory worker turned edu- 
cator. Rugg’s textbooks were ulti- 
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mately banned in 300 school com- 
munities but at the present time 
4,000 school communities through- 
out the country are reported using 
them. 


se Consequently, NASSP and 
NBBB agreed that through their 
organizations working together co- 
operatively they could produce 
textbooks necessary for the in- 
creasingly popular subject of social 
studies. These books would contain 
sound material’ by which children 
of secondary school age would be 
taught. 

NBBB agreed to help NASSP 
reach the proper sources of in- 
formation on the various subjects 
and also to act as liaison between 
education and business. 

Headed by Thomas H. Briggs, 


president emeritus of Columbia 
University Teachers’ College, as 
director of consumer education, 
NASSP began their task with a 
one-year study of what things 
had to be corrected in the current 
high school curricula. 

They found that education re- 
lating to American business prac- 
tices occurred in various ways in 
the teaching of social studies, eco- 
nomics, science, commerce and 
mathematics. 


ws The results and recommenda- 
tions of this study were turned 
over to NBBB, which assigned 
educators to cover the various sub- 
jects, assigned researchers to cover 
other material and in _ general 
brought these people in close con- 
tact with the proper sources of 
information. 

Thousands of hours of American 
“executive” time were given freely 
to the project, assuring its accu- 
racy. The educators then prepared 
a text on each book which was 
therr turned back to NASSP mem- 


bers as well as to public leaders 
and business men for suggested 
revision and additions if necessary. 
The result was the first set of text- 
books ever produced in this man- 
ner. 

In 1942, 41 American business, 
advertising and industrial firms, 
solicited by NBBB, agreed to sub- 
scribe $2,000 each annually for 
a period of three years to finance 
the project. In seven years, after 
spending nearly $400,000, NASSP 
and NBBB report 64 firms on their 
sponsor list. At present, each sub- 
scribes $1,000 annually, which is 
all that is deemed necessary. 

Included among the sponsoring 
firms are leading publishers, meat 
packers, oil companies, advertising 
agencies, chemical manufacturers, 
public utility companies, rubber 
companies and automobile manu- 
facturers. 


a “The first phase of our pro- 
gram” says Mr. Cool, “is over. We 
are about to complete the 13th 
textbook in the series. But the 


hardest work is yet to come. The 
American public, at the state anc 
community level where lies the re. 
sponsibility for education, must b« 
educated and familiarized with the 
necessity and value of these book; 
to their children as future citi- 
zens.” 

To complete this vital phase oi 
the consumer education program 
NASSP and NBBB plan an exten- 
sive promotion campaign amon; 
educators and business and labo) 
leaders to set up a 48-state con- 
sulting council. 


2 A description of each availabl: 
textbook follows: 

1. The Modern American Con- 
sumer—His Problems and His Op 
portunities: Why it is important 
and what it takes to be a good con- 
sumer, and why an understanding 
of business is essential to good 
consumership. 

2. Learning to Use Advertising: 
A discussion of modern advertis- 
ing and its role in our modern 
economy, with suggestions for 
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ore intelligent understanding of 

ivertising by consumers. 

3. Time on Your Hands: A prac- 

eal guide to young people on 

ise and productive uses of their 

isure time. 

4. Investing in Yourself: How 

young person can use his money 

1d other resourses in securing an 
education and getting a start in his 
career. 

5. The Consumer and The Law: 

concise statement of the laws 
that mostly concern the consumer 
i). everyday affairs. 


s 6. Using Standards and Labels: 
A practical guide to the effective 
use of the informative labels busi- 
ness now affixes to consumer 


goods. NEW PACKS—A modernized rectangular “Ziegler” seal features the new package 
7. Managing Your Money: A| designs for eight lines of candy bars, 24-bar cartons, bulk candy cartons and Betty 


complete program on budgeting, 
planning and wise spending. 
8. Buying Insurance: A complete 


Jane candy boxes, products of George Ziegler Candy Co., Milwaukee, providing 
a family identity for the whole line. The design theme also will be carried in the 
company’s business forms, stationery, etc. 


in everyday habits that promote 
good health, and in the intelligent 
purchase of expert health services. 

11. Effective Shopping: The 
function of retailer and consumer. 

12 and 13 (to come): Looking 
at Distribution, and Looking at 
Production. 


Globe-Union Shifts Two 


Cc. O. Wanvig, president of 
Globe-Union, Inc., Milwaukee, has 
been elected to the newly created 
position of chairman of the board. 
Wyeth Allen, executive vice-presi- 
dent, has been named to succeed 
Mr. Wanvig as president. Globe- 
Union manufactures automobile 
batteries, television parts, spark 
plugs, roller skates and ceramic 
parts. 


Babaco Names Eckhouse 
Robert D. Eckhouse, former edi- 
tor of the “American Agency Bul- 
letin” published by the National 
Association of Insurance Agents, 


discussion of the needs for insur- 


ance, analyzing common types of| ance program. 
9. Using Consumer Credit: The 
planning a comprehensive insur-| wise use of personal and family 


insurance, and giving guidance in 


credit. 


10. Investing in Your Health: 
The wise use of one’s resources 


has been appointed director of 
public relations, advertising and 
sales promotion of Babaco Alarm 
Systems Co., New York. 


N Wednesday, March 16, the April 

issue of Holiday went on sale. In a 
reat many places, as far apart as New York 
ity and Pasadena, California, all copies 
ere gone by noon. Within three days it 
as almost impossible to buy a single copy 
nywhere despite the fact that we printed 
iore copies than ever before. 


Now it might seem that this heavy de- 
and was due to the subject matter of the 
sue. The entire April Holiday was devoted 
» New York, which is a place that people 
ever seem to tire of reading about. No doubt 
his was a factor. But, if we may say so, it 
as not the most important factor. The de- 
and has exceeded the supply before, and 
e expect it will do so again. Net paid cir- 
ulation is now averaging more than 
52.000. The May issue now on the news- 
tancs is already off to a fast start. 


No, we think that the real reason becomes 
tpparent when you read any issue these 
lays. The fact is that Holiday has come of 


ice. This magazine has grown up and 


ear) od to stand on its own two feet. It has 
oun its own devoted family of readers, 
bid hey have found it. Each has come to 
‘h\ and appreciate the other. 


 m the beginning, it was clear that the 
loli .y idea had tremendous vitality. It was 
vant d. It was welcomed. And that wel- 
gas increased with every issue. 


1 e 

W were always determined to be more 

“ust a “travel” magazine. And each 
‘\ ssue makes clearer, we hope, that a 


global interest in people and places and 
things includes travel just as it includes the 
food people eat, their politics, homes, 
clothes, and customs. 


As the months and years have gone by 
(three years and two months), we have 
learned more about our readers and what 
they want. We have learned how to make 
this a part of our editorial aims. We have 
learned how to dig still deeper for knowl- 
edge and understanding and, we hope, how 
better to convey this knowledge and under- 
standing. In this effort we are grateful for 
the contributions of an increasing number of 
the nation’s outstanding writers and artists. 

We have gained a very special audience, 
for which we are also grateful. They are 
alert, imaginative, critical—eager for a full 
life, temperamentally and economically able 
to go after it and to enjoy it. 

Our advertisers have understood this from 
the start. Their understanding has been 
richly rewarded by a responsiveness that is 
a phenomenon in the publishing business. 
As a result, advertising in Holiday has 
grown steadily. Advertising revenue in- 
creased 80.9% in 1948 over 1947. And in 
the first quarter of this year, it went ahead 
another 65%. 

Naturally, we are proud of these figures. 
But we are more proud of the fact that 
Holiday has found its own place in the 
American scene. It is a new place, never 
previously occupied. It is a place of oppor- 
tunity and responsibility, and we intend to 
deserve the one and to live up to the other. 
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PRACTICAL BUILDER’: 


Advertising Lineage Is 


Up 15% 


' 


for the First 5 Months of 1949 . 
+ 
Yes, PB’s Space Totals Up to 


Than for the 


Corresponding 1948 Period 
* | 
This Proves — | 


} 
That every month more and 
more advertisers and their 
agencies are recognizing that 
PB’s “how-to-do-it” editorial 
formula builds the kind of read- 
ership that SELLS building 
products for manufacturers. 


ud Remember — 


PB reaches more contractor- 
builders than any other build- 
ing paper—because editorially 
it is geared to one interest all 
builders have in common: 
building method —-“‘how-to-do- 
it” better, faster, more eco- 
nomically. 


The 
“How-te-Do-It” 
Magazine read 

by 80,000 
Practical Building 


PRACTICAL BUILDER| 


5 SOUTH WABASH AVE. * CHICAGO 3, ILL, 
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Wolf to Brisacher, Wheeler 


William F. Wolf, former execu- 
tive secretary of National Food 
Brokers Association, has joined 
Brisacher, Wheeler & Staff, New 
York, as manager of the merchan- 
dising division. 


CBS-TV Names Sather 


Orville Sather, formerly field 
technical supervisor of CBS-TV, 
New York, has been appointed as- 
sistant manager of the network’s 
technical television operations. 


BESZ.. EST 


ercus 


PAPER CEMENT 


ear oer 


25 YEARS 


FOR LAYOUTS-DUMMIES-MASKING -PHOTO- 
MOUNTING and EVERY PAPER JOINING NEED 


A size for every purpose. 
Sold by Stationery, Photo and 
Artist Supply Dealers everywhere. 


UNION RUBBER & ASBESTOS CO 
TREnXTON ~ 4 


Rippey Agency Names Fox 
Account Executive 
Revill J. Fox, formerly a vice- 


president of W. 
W. MacGruder, 


Advertising Agency 
IV 


Inc., Denver ad- DIRECTOR OF RESEARCH 
vertising agency, : é : 
has joined Ar- His mind makes figures march and countermarch; 


He knows fantastic facts concerning counties; 
He glibly talks of Nielsen, Hooper, Starch; 

His survey people get their man, like Mounties. 
What does a housewife keep upon her shelf? 
What are the current sales of prunes and figs? 
He tests food, razors, pens at home, himself; 
His wife and children are his guinea pigs. 
New radios, cosmetics, cereal samples, 

Shoes, motor fuel, electric gadgets, chairs, 

All these are only typical examples 

Of research man’s kaleidoscopic cares; 

With economics, physics, botany, 

One trouble is not his—monotony. 


thur G. Rippey & 
Co., Denver, as 
an account exec- 
utive. Prior to 
joining Mac- 
Gruder, he was 
in the sales and 
production de- 
partment of 
American Brass 
Co. and personnel specialist with 
the Remington Arms division of 
E. I. du Pont de Nemours. 


Maps New Umbrella Drive 


American Folding Umbrella Co., 
Long Island City, is using half 


Revill Fox 


Arthur Frederic Otis 


pages in Life and full pages in 
Mademoiselle and Vogue for a new 
folding umbrella with unbreakable 
ribs. The company also is using 
Jewlers’ Circular-Keystone and 
Women’s Wear Daily. Hanly, Hicks 
& Montgomery, New York, is the 
agency. 


ident in charge of merchandising. 
Walter J. Larson, head of all com- 
pany food stores and large shop- 
ping centers, has been named vice- 
president in charge of operations. 


Gamble-Skogmo Adds 2 V.P.s 

Carl C. Raugust, assistant to B. 
C. Gamble, chairman of the board 
of Gamble-Skogmo, Inc., Min- 
neapolis, has been made vice-pres- 


‘Keach the cream of 
the 5-billion-dollar 


sports market 


through... 


NATIONAL TURF DAILIES 


A group of eight newspapers consisting of The Morning Telegraph 
(New York), The Cincinnati Record and Daily Racing Form 
(New York, Chicago, Los Angeles, Houston, Miami and Toronto) 


CHECK FOR YOURSELF! 
1948 Official Paid Attendance Figures 


Racing .... 25,257,337 
Major League Baseball . sume 20,920,842 
Pro Football—National and All-America Leagues 3,281,709 
National Hockey League 2,518,042 


Madison Square Garden Basketball .0......c00omnmme 960,441 
Buying Power of National Turf owns Readers 


a sasemnschlsnssepsisnitnapiopouasae . 76.3% 
Own their own homes ve 42.2% 
Professional executives .. 44.5% 
Income of $5,000 and up 34.2% 
Travel (at least one trip per year) 86.8% 


NATIONAL TURF DAILIES are sold at and cover all 77 major race tracks 
in the United States. They are published in New York, Chicago, 

Los Angeles, Miami, Cincinnati, Toronto and Houston. Advertising 
space can be purchased as a group or by individual publication. 


Average Daily Net Paid ABC, Quarter ending Sept. 30, 1948...Saturdays 
216,842, Mondays 204,778, Tuesdays to Fridays inclusive 156,667. 


For further information 

consult Standard Rate & Data (Magazine Section) 
or Leo Waldman, NATIONAL TURF DAILIES 
343 West 26th Street, New York 1, New York 


Write for National Turf Dailies Information Booklet 


Advertising Age, May 9, 194 


BLS Reports Wide 
Spread in Earnings 
of Radio Artists 


WaASHINGTON—F ree-lance an 
nouncers were the best paid of al 
groups of radio artists reported i: 
an “Occupational Outlook” stud) 
for broadcast artists completed las 
week by the Bureau of Labor Sta 
tistics. 

Median earnings of 172 free 
lance announcers in New York an 
14 other cities in 1947 was $9,800 
Three-fourths of them earned 
more than $4,400. 

In all, the survey covers 3,742 
artists in 15 cities. It shows a 
wide spread in earnings among 
actors and singers, less of a spread 
for staff announcers. Earnings of 
all artists are higher in New York, 
Los Angeles and Chicago than 
other cities. 

A fourth of the 785 actors made 
$9,100 or more, but the “middle 
earning” was $3,100. The survey 
did not include those for whom 
radio work was only a minor 
source of pay. 

Singers’ earnings varied widely. 
A fourth for whom radio was the 
sole or main source of pay had 
gross earnings over $6,900, but 
half earned under $3,800 and a 
fourth under $1,900. 

Half of the staff announcers 
made $3,300 to $6,400. Half of the 
sound effects artists made $3,800 
to $6,200. 


Four A’s Unit Elects 


Julian L. Watkins, H. B. Hum- 
phrey Co., Boston, has been elected 
chairman of the New England 
Council of the American Associa- 
tion of Advertising Agencies. Fran- 
cis Baldwin, of Batten, Barton, 
Durstine & Osborn, has been named 
vice-chairman, and Edward F. 
Chase, Harold Cabot & Co., sec- 
retary-treasurer. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


| Advertising Publications, Inc. 
Div. 922 

100 E. Ohio St., Chicago II, Ill. 
Gentlemen: 


Please send me 
Sales Training."’ Enclosed is $_--__.. 


copies of ‘Successfu! 
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The story of 


a an all-time high in efficiency has been achieved in the mechanical opera- 
tions of publishing LIFE. 


The story behind these improvements goes back to decisions TIME, Inc. manage- 
ment made nearly four years ago. 


In the summer of 1945 we believed that America’s postwar economy would un- 
doubtedly dwarf prewar standards. And we believed that the demand for LIFE would 
grow right along with our expanding economy. 


And so an intensive, long-range plan was organized, with the co-operation of 
printers and suppliers, to increase the productive capacity and improve the quality of 
TIME, Inc. publications. 


Specifically, the goal was an increase from 30 billion pages to 52 billion pages a year, 
or 73%, to meet the anticipated circulation rise. 


The program was divided into four general categories: 


First, emergency measures to build up our paper supplies and printing capacity 
to overcome immediate postwar shortages. 


Second, the construction of new buildings, printing presses, paper and ink 
machinery. 


Third, a research program in our own laboratories to improve the mechanics 
and the quality of graphic arts. 


Fourth, the development and installation of an entirely mechanized subscrip- 
tion service. 


This program represents an investment of about $50,000,000, shared by TIME, Inc., 
manufacturers, and suppliers. Except for research, which is continuing, the program 
will be physically completed early this summer, thus making still further improve- 
ments possible. 


The always-increasing strength of LIFE’s huge circulation (now approximately 
5,400,000) has proved the rightness of the decision to expand. And the success of the 
program has led to many improvements in LIFE’s manufacturing operations. 


The summary of LIFE’s expansion will show you the extent of the program respon- 
sible for remarkable new efficiencies in the mechanics of publishing LIFE. 
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of 4 YEARS, $50,000,000 and LIFE 


1. PORTLAND, ORE. 


Conversion of a newsprint machine to machine 
coating, at the plant of Crown-Zellerbach Corp. 
near Portland, Oregon. 


(This project started 1945—completed 1947.) 
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Conversion of 2 newsprint machines to machine coating, and the in- 
stallation of a new high-speed coated paper machine at the properties 
of Consolidated Water Power & Paper Co. in Wisconsin. 


2. BIRON, WiSC. 


(All projects started 1945—completed 1947.) 


3. ESCANABA, MICH. Conversion of a newsprint machine to machine coating at the Escan- 
aba, Mich., plant of the Mead Corporation. 


(This project started 1946—completed 1947.) 
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4. BUCKSPORT, ME. 


Conversion of a newsprint mill at the Maine Sea- 
; board Division of the St. Regis Paper Co. near 
Bangor, Maine. 


Yah? es 


(This project started 1946—to be completed mid-1949.) 


5. KALAMAZOO, MICH. Construction of a coating mill at Kalamazoo, Mich., to coat raw 
paper stock. This mill will be turned over to St. Regis Paper Co. in 
mid-1949, 


(This project started 1946—completed 1948.) 


6. HOUSTON, TEXAS 


Construction at Champion Paper & Fibre Co., 
Houston, Texas, of the first groundwood pulp mill 
in the South for use in book papers. 


(This project started 1946—completed 1948.) 
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7. DEFERIET, N. Y. 


Conversion of two groundwood specialty machines 
at St. Regis Paper Co., Deferiet, N. Y., to machine 
coating. 


(This project started 1946—completed 1948.) 


9. CHICAGO, ILL. 


8. CHICAGO, ILL. 


Construction of a new printing plant at the R. R. 
Donnelley & Sons Co. in Chicago, exclusively for 
the production of LIFE, which houses all the presses 
previously engaged in the production of LIFE, plus 
six new 2-color Hoe presses and six new double 
5-color Cottrell presses, and complete bindery. 


(This project started 1945—completed 1948.) 


Construction of a new printing plant at the American Colortype Co. 
in Chicago, and installation of two new double 5-color Goss presses. 


(This project started 1945—completed 1947.) 
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12. PHILADELPHIA, PA. 


Construction of addition to printing plant of the 
Cuneo Eastern Press, Inc. at Philadelphia, and the 
installation therein of three new 2-color Babcock 
presses and complete bindery. 


(This project started 1948—to be completed 1949.) 


10. BUFFALO, N. Y. 


Printing plant bought and altered to house two new 
5-color Cottrell presses at the J. W. Clement Co., 
Buffalo, N. Y. 


(This project started 1946—completed 1947.) 


11. LOS ANGELES, CALIF. 


Construction of the new printing plant at Pacific 
Press, Inc., Los Angeles, now the largest on the 
West Coast, and installation of two LIFE 2-color 
Hoe presses, and complete bindery. 


(This project started 1946—completed 1947.) 


13. CHICAGO, ILL. 


Construction of additional paper warehouse capac- 
ity at Chicago. Additional capacity has also been 
added at Los Angeles and Philadelphia. 

(This project started 1947—to be completed 1949.) 
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of 4 YEARS, $50,000,000 and LIFE 
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14. CHICAGO, ILL. 


Construction of a new Sinclair & Valentine Co. 
ink manufacturing establishment at Chicago, to 
manufacture a portion of LIFE inks. 


(This project started 1946—completed 1947.) 


15. RIDGEWAY, N. J. 


Construction of a new Sinclair & Valentine Co. 
color plant at Ridgeway, N. J., for the manufac- 
ture of some of the colors and intermediates used 
in LIFE inks. 


(This project started 1946—completed 1947.) 


16. CHICAGO, ILL. 


Purchase of a modern office building at 540 No. 
Michigan Avenue, Chicago, and the installation 
of a new system of subscription handling based 
on the largest installation of IBM equipment for 
any publishing enterprise. This was followed by 
decentralization of portions of the operation to 
Marion, Ohio, and Denver, Colorado. 


(This project started 1945—completed 1948.) 
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Kalamazoo, Michigan Research Laboratory, constructed and equipped . 
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17. RESEARCH LABORATORIES 


. (project started 1945, completed 1947.) 
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Already, research in the field of graphic arts is promising 
developments which will affect the efficiency of many of the 
installations in paper, printing, ink, and distribution and will 
inevitably soon make some of them obsolete and call for new 
productive investment. 

Progress in these laboratories is being substantially aided 
by the co-operation of many of our large direct suppliers 
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and such others as: Aluminum Company of America, Ameri- 
can Cyanamid Company, The Austin Company, Corn Prod- 
ucts Refining Company, Corning Glass Works, The Dow 
Chemical Co., E. I. du Pont de Nemours & Company, East- 
man Kodak Company, Livermore & Knight Company, Radio 
Corporation of America, Raytheon Manufacturing Company, 
Union Carbide & Carbon Corporation. 


na ee pene ae re a a Ree 214 pa cy "TS EE OUP ass Vee Bei Nig aap ee aS ge ne ae see a rH : ‘ ee. a ae 
ek ee ao of ae eee a” fa aS a eo a er eee Ae ee ae om Fe 
PS Ea ae a ee ae eee , aoe ei. ee ee ee a ee 
| oe Ae epee ae fe eee ee ee ee nd ee a ee ee ee! le Oe Wee Re ene Me eM te eg ee ee GM! OR OD eee ee 
i oe ere a a a a ee ee ee ee a ae ee ee 
av aa i 4 “6 
ees ge 
: 3 F m 
os i t z ~_- “ ‘ ’ <i — Cr 2 
7 * ’ d > re 
4 A Ze —, > ia ? . “ “ “ ii 
; ad ~. “ 4 . a —— : -- . 
jn : ; 
eG : Loe | 
ey? "4 : Y —~ - : f s) “ee RSD ; Av q 
a ; 2 \ ‘. Wee Cleese / oom 
ere . ‘ é =~. \ SOW *. 4 rb! 
: i » San pe i more 7 A + bla : 
oe ee a A - a 
gh fet ie ee Ji ha \ ‘ es ase Ss = ¥ sale oe 
y - j PS a 4 : xX _ » ; s — 
: 4 7 F \ : Ae | y* N by ae 
ea. Oe 4h, on ee < — 
mone |g q , a - — ca 7 Pe rag — . ~< 4 hi - 
. _: aul Pa ig ado 2 Pate, , 2 2 ¥ Pry yg P . 
4 < aaa ot aglea rape: ei Tg pt ie dese pt 4, - 7 “A ¢ 2 ( ) 
it 4 aa a" a tlie aS dy fhe, shame ; ; git « > 67% 
DO oe en | » e $a . ae y , ; 
—_— ™ ae fy F DA An Sy ge hainy i o t a m4, Suc gts Ff 
a x . 4 * a ‘ ons ra aS. meat ‘ ce: | ae a ee a ? 
; m oe palgd id _" ee Mee ye aes ee mh ts ae . ‘ less 
ee 7 ¥ ame 7. -e ig = a arr j i eae 74 fact 
gins 4 . } $ aa iii @ . . a5 ; ¥ ’ hi 
vr 4 a a a ‘if a ied if oy eu LLEG TL. ew: e e8, : > ‘ - > > a" F ,* eng Ma 
Ae Pe L) q y Rees 1. Sa omits S i vee z * RE ia Hh = patams <8 #6 ee a  o ee a - ey Vv ‘ 
i 3 ; ro. aE eae Cee RR at items an > in a et, presi 
i ae bee 4| oe ing Scere saz gle oe . , Jw AIA fy na 
lee of : b Pe: ane ; ee * gy ~~ : - ig “ vy . os Ne “eee a . “ 7 p : 
 &g . : i ~ it [| ee) 3S SR ncentialinenmmeei ae le oe | A 
, } i a eee Tee ft °¢ 
“4 z ; a ie wee EPP CSS eee $0507, - f he Bert 
~ , eh tat . fist) nents itil 4h a | pea "4 
7 a : a vee or in eiisore 0a * ; ef G f- eral 
_ = - ee call — HOTOTES see can toot): 4 L i oh ey Hi t 
. 4 - . #4 * q ey ° , j — ee a ‘ be > in 
, — o. r E: ' « ; _ 4 , , ogi ‘—. ¥ 3 vo ms ae z ee xs Base 4 Bs f 4 4 ‘ : 5 194 , | 
&g may eS EN, SO ng <i aT oN Sa, ee: dou 
1 S31 da e: 7 pow ay “ a ss mooie cae rf . e a me a Ms me 1 Marans ko _— Willies cae - ae Sea he ne sansies ‘oe se ms ors are said : 
a a Tl a a a Sn ga i am ila es iN Rs ae en a ee comet se — oo drag 
¢ aes he r ¥ = «lt . Sif Fe Ny Ss 2 ae tie chgh og. SN aes Pet A, * mile nat - ty , S : 454 a pun ee radi 
: ’ ' ‘ * i “d “hese ae a Ne ; 
_ ley 
: per @ 
i: F . . i deck 
&§ Springdale, Connecticut Research Laboratory, constructed and equipped . . . (project started 1945, completed 1947.) a 
; naa 
, 5 om 4 2 oe i ‘ ew 4 ol ee r ’ : iid 
” aie 9 pat re ¥, adm 
— / y Reig. ba ing . 
7 ere a gh ee 4 wer “SF 
: | ee See Le ee oe ol Tei a he j } 
ee sie ts OC 2 RR . at i a rt ae incl 
y “* Be er | T . ve eee i * ae cae ing 
: By Saat Ed | TI ' : } / rt | TT | _ ‘ alc ae Oe ee sole 
% at «a ' —— “as in vet 
eae c 4 si ile “ ; * nah 
ace ae eae ‘ ’ ; - —- 4 ad : at $ 
ee yue g te baa $2 ee +P . 9, : : 
| iat a * »” ee! as a tee re a! = ere _ 1 Fe. * 
Sree ees «hy ae ie ee ee os oF ae ‘ y “ si 
er re " . ies = : a cumapeneiemnia fn a ae le Shee Soles —— - - - - mf _< 
sy os mar “i hs 4 a 4 a s a : . : Ble _ 
dened A on i . ap pee 
a he an =. | Bees’ a - =F =F =F =- 2 o my 
| = ie A. | = aaa eee i 
ss eee 4 a aude “J ia ‘2. S aes ; » sea 000; 
- a a e ee =i “as ae af : : a ; _—- cattunt wit 
| : ' | aie , * ang 
ued ‘ 4 3 = rma - =< : slieg 
MSc ii a age : Sa eee -- ‘ ey r % fr. is H 
Ba en. es Se ee Ne i ae aot an ety ; 
aay manele + : = ee * : ; - ~eg , lr een OF Rae is = = me i. ae a. tee ed hig wig F, eg. aie SF . Re: e ¥ : - like ‘ 
a eo - ais Serbs Be ea a : Aes i We eer bye pec Ee ee age, lis sas . : at is cee = a acer oe itu = ead ae Pe = — mé@ 
Penne ee oe gh RE — oo = _ SSS ' plia 
vy ee a ae ee are — —— 3 ! a a - on <i eh the J 
eee Senate a = ee a poe gc RE the 
, OR Net at ; Ce ee 
i ‘ror 
me tc fro 
: ‘ ast 4 ai , that 
a te : no 
a e said 
? iy sien ma 
; ee id 
ee (a 
Laie (4%) 
aise as d 
ee eg 7 
a Alt 
| ~ 
e Ma 
j , dire 
: vert 
| Det 
3 Avé 
. 6 Ave 
225. See a E San 
A i Soy , ing 
pears ie | ) on 
_ ar a a : ° G 
i — . pol 
2 ie eke i ang 
— 5 7 ; radi 
a = 
Sei ved 
co eae hadg 
sli: for 
bay te Be ; Ke. ty a : Rta oe wf Oe my sh Raat . 2 ere: age : ms i ~ a ae be boas ms : rae SA gh ®: sere. Mee is ee we see es nae ae Pt otter nue mh A Senet Y eee x he LE ee Nagel a wall ae BT Ree 


% . 
p 
2 


Bigger Sales, 
Big Ad Push, Is 
Crosley Promise 


New YorK—Crosley division of 
\veco Mfg. Corp. moved into New 
York last week to set up a dis- 
tributor and public showing of its 
new lines and to blow a confident 
blast on its own horn. 

At a time when an appliance 
salesman can usually be identified 
by his dismal look, Crosley came 
out and declared (1) its refrig- 
erator business in March was 49% 
higher than in March of 1948, and 
(2) in April, Shelvador sales were 
67% more than in April, ’48. 

Further, the backlog of refrig- 
erators in distributors’ hands is 
less than 30-days’ stock, and the 
factory has less than a 30-day ir.- 
ventory, said W. A. Blees, vice- 
president of Avco and general sales 
manager of Crosley. 


a On an equally optimistic note, 
Bert Cole, vice-president and gen- 
eral manager of Crosley Distribu- 
ting Corp., said sales volume dur- 
ing the first four months of the 
1949 fiscal year was more than 
double the same period of 1948. He 
said range and freezer sales have 
dropped off, but Crosley volume in 
radio and TV in the metropolitan 
New York area is up 400%. 

“For the past five months, Cros- 
ley has delivered almost $1,000,000 
per month in television alone,” he 
declared. 

Some of Crosley’s new weapons 
in a competitive market were un- 
veiled—five new television models, 
and a 7 cubic foot refrigerator sell- 
ing at $199.95 retail. The TV sets 
included a 16” tube console, list- 
ing at $569.95; two new 121%” con- 
soles on which the prices are not 
yet set, and two 10” consoles, in 
mahogany at $329.95, in blonde oak 
at $339.95. 


a In response to questions, Mr. 
Blees told reporters Crosley ex- 
pects to put $6-6,500,000 into ad- 
vertising (AA, May 2) with deal- 
ers putting in from $2142-4,000,000. 
Most of the budget, more than $3,- 
000,000, will go into newspapers, 
with $1,000,000 set for magazines, 
and television taking its $500,000 
slice. 

He declared that Crosley would 
like to have 10% of the appliance 
market. He noted that new ap- 
pliances would be along later in 
the year but declined to name 
them. 

Blees, who was the prime ex- 
ample of the confidence radiating 
from the Crosley crew, quipped 
that “there’s nothing wrong with 
business except that it’s 40% above 
normal.” 


Asked about dealer reactions, he | 


aid price-cutters were working 
heir way to bankruptcy. He sum- 
iarized the typical dealer’s posi- 
ion as: (1) wanting lower prices; 
2) wanting more advertising; 
3) wanting larger discounts, and 
4) wanting the public to come 
1 and buy, without sales effort. 


lltes Appoints Cogdon 


Francis L. Cogdon, formerly with 
laxon, Inc., has been appointed 
irector of merchandising and ad- 
ertising of Altes Brewing Co., 
Jetroit. He succeeds C. Byron 
\very as advertising manager. Mr. 
.very has been transferred to the 
an Diego brewery of Altes Brew- 
ig Co. to direct Altes advertising 
n the Pacific Coast. 


NTOP Appoints Hartford 


George Hartford has been ap- 
ointed director of sales of WTOP 
nd WTOP-FM, newly acquired 
idio properties of the Washing- 
m Post. He had been acting di- 
sector of sales since Jan. 17 and 
ad previously been with WINX, 
rmer Washington Post station. 
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Welcome, pardner! Enroute to the big 
Advertising Federation of America 
National Convention in Houston 
(May 29-June 1) take time to stop over 
in Dallas and see the magnificent new 
building of The Dallas Morning News 
.. most modern publishing plant 
in all America! Dallas . . Texas’ great 
business, industrial and financial center 
. has features a-plenty to add 
pleasure and interest to your trip. . 
and we of The Dallas Morning News 
will be pleased to welcome you 
in our new plant which will have 


its formal opening May 22. 


* The fabulous Dallas Market 
..- that great Northeast Texas 
area where more people make 
more money and spend more 
to buy more things than in 

any like area in the entire 
Southwest! Served by the News! 
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ms take a look at where most of your sales are made. It’s 
true that your best customers are among the high-income fami- 


lies. And here are the actual figures. 


THE TOP 2/5 OF ALL U. S. FAMILIES ACCOUNT FOR 65¢ 
OUT OF EVERY DOLLAR SPENT FOR WEARING APPAREL.* 


Obviously, this is the group most profitable for you to sell. You 
want every single advertising dollar to buy the greatest concen- 


tration of such buyers. 


85 5° 0 of Newsweek’s 800,000 families is concentrated in this group— 


the group that accounts for 65% of your sales. 


NEWSWEEK offers more top-income families per advertising 
dollar . .. more top-income families at the lowest rate per thousand 


... than any other weekly or general monthly magazine. 


NEWSWEEK provides a family audience whose standards are 
reflected in their personal and social life. Club membership is a 
corollary: over 99% of Newsweek family heads average 3 club 


memberships apiece; women, 98% with 2 each. 


NEWSWEEK provides an editorial service that attracts maximum 


reader-attention ...an asset all advertisers desire in any readership. 


* Bureau of Labor Statistics and Survey of Consumer Finances Part II — 
The Distribution of Consumer Income in 1947. 


a 
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‘Discreet’ Ads 
Paved Tampax’ 
Sales Road 


New YorK—The history of Tam- 
pax, Inc., and its meteoric rise 
due to careful promotion, was 
sketched to the Sales Executives 
Club of New York last week by its 
president, Ellery Mann. 

Tampax, incorporated in 1936 
with a slender capitalization of 
$300,000, budgeted $150,000 for pro- 
motion in its first year—with 
$112,000 going into advertising. 

The first ad the company bought 
was a $17,000 color page in The 
American Weekly, and Mann re- 
calls with a chuckle that “even 
our agency thought I had holes 
in my head for that one.” 

Its sales in 1936 (for only six 


Geiger counter crops! 


For its rapid, robust growth, the tomato needs copper 
—perhaps no more than one-millionth part! ... That minerals 
are essential to plant health and growth has long been 
known; but some minerals are absorbed in such tiny 
quantities that their effects could not be traced. Now 
solution of the mystery is under way...one of the first 
peacetime by-products of the atom bomb! 

Radioactive minerals are put in the soil...absorption 
and effect of the minerals checked with Geiger counters 
which show the presence and strength of the radioactive 
elements... Last year, basic researches with radioactive 
phosphorus on several crops contributed new light 
on phosphate fertilizers... And 1949 experiments to 
be made on seed stocks, mutations, soil nutrients, 
etc. should show new ways to increased production. . . 

No industry changes so fast, or is developing so much, 
as agriculture! ... And advertisers will find significant 
and stimulating ‘“‘Atoms Are Hard At Work For The 
Farmer” by David Lilienthal, Chairman of the Atomic 
Energy Commission... .in SuccessFUL FARMING for May. 


Te a 
hominitsb2)..chm 


Most missed market by most advertisers... are 
the nation’s best farm families in the 15 Heart States... 
with the most productive soil, top yields, latest methods 
and techniques, and the greatest cash return. Of 
SucCESSFUL FARMING’s 1,200,000 subscribers, a round 
million in the Heart States average some $10,000 in 
gross income—$4,000 above the US farm average... 
represent the best class market in the world today! This 
market is only fringed by general media...only covered 
intensively by SuccessruL FARMING—a must on your 
schedule if your national 


m acivertising is to be really 
Sitnational! Get the facts at 
mny SF office... SuccEssFUL 
m Farminc, Des Moines, 
New York, Chicago, 
Cleveland, Detroit, 
Atlanta,San Francisco, 
Los Angeles, 


Advertising Age, May 9, 194: 


months’ actual operation) wer 
$173,000—and it recovered its ad 
vertising investment. The compan: 
officers had long experience ii: 
the field, with good distributo 
and chain store contacts. The dis- 
tributors were willing to ride alon; 
with generous financial arrange. 
ments. Out of the $300,000, th« 
company had to pay royalty t 
the inventors, a Denver doctor anc 
his associates, and set up machin- 
ery. 


# Mr. Mann was able to get per. 
mission from the American Medi- 
cal Association to put on the car- 
ton the phrase, “Accepted for ad- 
vertising in the Journal of the 
AMA.” The type was so large tha’ 
Dr. Morris Fishbein later jocu- 
larly inquired whether Mann was 
selling Tampax or the Journal, 
and reminded the manufacturer 
of the existence of 8pt. type. La- 
ter, packages had a smaller type- 
size. 

The company faced a delicate 
job of education. It used depart- 
ment store consultants, and the 
copy was heavily addressed to doc- 
tors—since Tampax knew its suc- 
cess depended on medical accept- 
ance and that women would ask 
doctors about the new product. 

He paid tribute to the discreet 
advertising of McCann-Erickson, 
which he said was carefully slanted 
so it “could not possibly give of- 
fense.”” Tampax moved cautiously, 
and it was necessary to get the 
approval of magazines on ads. 
“Now, we're accepted,” he said; 
but it was different in 1936. 


es By 1938 the company was sell- 
ing in 102 countries and territories, 
and in 1939 had manufacturing 
facilities in England and in Den- 
mark and was selling throughout 
the world. 

In 1948, Tampax spent more 
than $1,000,000 in advertising. In 
the $80,000,000 U. S. sanitary nap- 
kins market, about 20% of the 
napkins sold are Tampons, and 
Tampax dominates the field. Its 
two leading competitors have 
brought out competing products, 
but Mann says they don’t worry 
him. 

In the 12 years, the company 
has paid out $1,250,000 in royal- 
ties to the inventor (who offered 
it to every other napkin maker 
and was refused before Tampax 
was incorporated to take the gam- 
ble of launching it), and last year 
paid $450,000 in dividends from 
$700,000 in earnings. Mann is 
proud of its price record; the 
package which sold for 33¢ in 
1936 sells for 35¢ in 1949—despite 
quadrupling of material and labor 
costs. .““Manufacturing efficiency, 
promotion and sales volume made 
this possible,” he said. 


‘Chain Store Age’ Gives 
Window Display Awards 


Chain Store Age, New York 

has distributed more than $2,000 
worth of prizes to 5 and 10¢ storé 
personnel in a window display con- 
test held in connection with Na 
tionally Advertised Brand Wee! 
celebrated March 4-12. 
Don F. Wilson of G. C. Murph) 
Co., Indianapolis, won first prize 
for a window catchlined, “A check- 
ered flag winner every time,” anc 
picturing nationally advertised 
brands as racing cars. 


DMAA Names Jackson 


Robert W. Jackson, president 
Aldens, Inc., Chicago, has been ap- 
pointed general chairman and key- 
note speaker at the Direct Mai! 
Advertising /ssociation’s 32nd an- 
nual conference to be held Sept 
21-23 at the Congress Hotel, Chi- 
cago. George Pfeiffer III, director 
of advertising, McGraw-Hill Book 
Co., New York, is DMAA program 
committee chairman. 


Flint Moves Office 


Flint Advertising Associates, 
New York, has moved its offices 


from 17 John St. to 120 W. 42nd 
St. 
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Hunt Hits New York 
Market with Radio, 
Dailies in Campaign 

Los ANGELES—Hunt Foods, 
Inc., is running a $200,000 cam- 
paign in the New York market 
through November for Hunt’s 
Heavenly peaches. Using radio for 
the first time since it dropped 
‘What’s Doin’ Ladies” (ABC) in 
1947, Hunt has signed for 13 weeks 
ff daily participations on Galen 
Drake’s “Housewives Protective 
League” over WCBS, Monday 
hrough Friday. 

Thirteen color pages will run 
in the New York Sunday News, 
und ten in the Herald Tribune edi- 
tion of This Week Magazine. 
[hirty-nine insertions will be 
placed in five New York dailies, 
the Journal-American, Mirror, 
News, Sun and World-Telegram. 
Hunt’s tomato sauce, pears and 
fruit cocktail will also be men- 
tioned in the copy. 

Thirteen 300-line ads will ap- 
pear in four foreign language 
newspapers, Jewish Day, Jewish 
Forward, Jewish Journal and Pro- 
gresso Italo. In addition, Hunt 
will use copy in Grocer Graphic 
and will distribute color window 
strips, tuck-in signs, ad reprints, 
and shelf roll strips. 

Young & Rubicam 
agency. 


is Hunt’s 


General Petroleum Ups Three 


Charles H. Wartman has been! 
appointed manager of the market- 
ing department of General Petrol- 
eum Corp., Los Angeles. Baxter 
F. Ball, manager of the northern 
California marketing department, 
has been transferred to Los An- 
geles to take over Mr. Wartman’s 
former position as assistant to the 
vice-president in charge of mar- 
keting. Everett M. Gray has been 
moved to San Francisco to replace 
Mr. Ball. 


Sala to Chocolate Products 


Walter E. Sala, formerly with 
the Great A & P Tea Co. and Leich 
Sales Corp., has been named sales 
promotion manager and assistant 
vice-president of sales and adver- 
tising of Chocolate Products Co., 
Chicago. 


Mayers Co. Moves Offices 


Mayers Co., advertising agency, 
has moved its offices from 1240 
S. Main St., to 2301 W. Third St., 
Los Angeles. 


18,000 
MAINTENANCE SHOPS 


A high percentage of the Motor- 
Freight Carriers maintain their own 
shops—shops that service and repair 
600,000 vehicles regularly. That's 
big business! To sell this business, 
use the pages of Transport Topics, 
the only ABC paper devoted to truck- 
ing, and the publication nine out of 
every ten Motor-Freight Carriers 
read and prefer. 16,000 paid weekly 
circulation; 45,000 Third-Monday 


Cransport Topics 


The National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 


Sun Chemical Names Loveland 


A. E. Loveland, former manager 
of the Montreal office of General 
Printing Ink Corp. of Canada Ltd., 
a subsidiary of Sun Chemical 
Corp., Long Island City, has been 
appointed western sales manager 
of the Chicago office of Ruther- 
ford Machinery Co., another divi- 
sion of Sun Chemical. 


Commercial Comics Moves 


Commercial Comics, New York, 
formerly located at 421 Lexington 
Ave., has moved to 220 W. 42nd St. 


Toastmaster Boosts Hutchins 


Donald D. Hutchins has been 
named sales representative for the 
St. Louis territory of the Toast- 
master Products division of Mc- 
Graw Electric Co. He formerly 
worked in sales development in 
Elgin, Ill. : 


Gets Nylon Dip Account 


C. B. Juneau, Inc., Los Angeles, 
has been appointed te handle the 
advertising of Robert Smith Mfg. 
Co., Los Angeles, maker of Nylon 
Dip. 


Gubitz to Dunay & Rader 


John T. Gubitz, New York, mink 
coats, has appointed Dunay & Ra- 
der, New York, to handle its ad- 
vertising. 


Robinson Appoints Eastman 

Charles J. Eastman Jr. has been 
appointed copy ehief of Elwood J. 
Robinson Advertising Agency, Los 
Angeles. 


* DISPLAY CARDS 
* POSTERS - SIGNS 

.., * SALES PRESENTATIONS 
“ « SCREEN PROCESS PRINTING 


Ad showcard 


AND DISPLAY STUDIO 
17 NORTH WABASH AVE 
cmicaGo 


DEarborn 23137 


bring your layouts to life... 


print on Titonoer nga Jo 
and COVERWEIGHT 


See the lure of the great outdoors—captured on Ticonderoga Text! The message 


always gets across on this fine watermarked paper, in 7 colors plus cream 


and brite white in laid and wove with envelopes to match. Use with 


letterpress — offset — gravure. For broadsides, booklets, brochures, programs and menus — 


use in combination with the new COVERWEIGHT, available in matching colors. 


International Paper Company, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 
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5 Years’ Sales Cut War Asseis 
Inventory to $2 Billion 
WasHINGTON—Rear Admiral Paul 
I. Mathers takes over as chief of 
a War Assets Administration 
which is hardly a shadow of its 
former self. Five years of inten- 
sive selling have exhausted huge 
stocks of consumer and industrial 
goods. The one-time $30 billion 
inventory is down to less than 
$2 billion, most of it hard-to- 


By STANLEY E. COHEN, Washington Editor 


|sell real property, and even-hard- 
er-to-sell aircraft parts. 

An estimated $25,000,000 was 
spent for the War Assets adver- 
tising program, half of it in pub- 
lication advertising, most of the 
remainder in printed matter. Ted 
Taylor, the last remaining ad 
executive at national headquarters, 
still arranges an occasional real 
property offering through Fuller & 
Smith & Ross; the ten remaining 


regional offices do some adver- 


tising through local agencies. 
There will be advertising money 
left over to return to the Treasury 
when this fiscal year ends on June 
30. 

Jess Larson, who presided over 
the most active liquidation period, 
may eventually be back in the sur- 
plus property business. 

Under Presidential plans, the 
long-range disposal of hard-to- 
sell remnants would be transferred 
to Public Works Administration, 
which Mr. Larson will soon head. 


The fight to keep John Carson 
off the Federal Trade Commission 
may be losing momentum. Busi- 
ness groups are thoroughly op- 
posed to Mr. Carson, but they are 
not sure they can beat his nomin- 
ation. 


Advertising Federation of Am- 
erica’s latest bulletin to members 
calls Mr. Carson not “much of a 
Republican” (he would replace 
Robert Freer, a Republican) and 
“a man who, on the face of it, 
would seem to be against the profit 
system and certainly in favor of 
consumer cooperatives against in- 
dependent (and chain store) re- 
tailers, wholesalers and manufac- 
turers.” 

Labor and co-ops are rallying 
behind Carson. Harvey W. Brown, 
president of the International As- 
sociation of Machinists, warned 
last week: “If the Senate refuses 
to confirm John Carson’s appoint- 
ment, it will have said that friends 
of the consumer, of labor, of co-ops 
and the farmers are ineligible for 
an agency of government estab- 
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The Eyes of Washington Are On The Star 


ASHINGTONIANS read The Star for its 


advertising 
feature content. 


as well as its editorial, news, and 
Latest proof is Study No. 126, 


The Evening Star, Continuing Study of News- 


paper Reading“ 


: “Both men’s and women’s 


scores for readership of national advertising in 
The Evening Star ranked among the highest 
recorded to date in the Continuing Study of 
Newspaper Reading.” (One full page national 
ad zoomed to top position on the all-study list of 
top ranking Household advertisements. ) 


In the local category, 12 ads in the survey issue 
(Jan. 12, 1949) attained sufficiently high reader- 
ship scores to rank among the all-study leaders 
in their respective categories; 16 local ads at- 


* Conducted by The Advertising Research Foundation, 
Inc., in cooperation with the Bureau of Advertis- 


ing of the 
Association. 


American Newspaper Publishers 


tained high enough Index ratings to place among 
the all-study leaders based on the Size-Equalizing 


Index. 


For readership, for coverage, for sales in Wash- 
ington, choose the ad-dominant Star and get 


results. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 
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As the postwar boom recedes 
Congress will face an importan 
fact: It is hard to run a $43 billio: 
government on a deflating econ- 
omy. Government revenue drops 
with individual and corporate in- 
come. Moreover, tax reduction: 
will be in order to boost pur- 
chasing power if serious recessior 
sets in. 

The administration is fightin; 
off strong pressure for repeal o 
wartime excise taxes. Even if i 
loses, the consumer may neve 
feel the difference. State tax ad 
ministrators visiting here last wee! 
told the Treasury that additiona 
revenues are needed to carry ex 
panding local government cost: 
City and town officials would lik« 
to get their hands on taxes o1 
amusements, gasoline, electrica 
energy and local telephone calls, 
currently worth $1% billion to 
Uncle Sam. 


A House armed services sub- 
committee sets out May 16 to ex- 
amine the far-flung activities of 
post exchanges, commissaries and 
ships’ stores. The sub-committee 
chairman, Rep. Philip J. Philbin 
(D., Mass.) estimates that these 
stores are selling about $650,000,- 
000 of jewelry, cameras, television 
sets and other consumer durables 
tax-free. and at approximately 
wholesale cost. While the majority 
of the sales are at overseas mili- 
tary stations, it is said that a sub- 
stantial portion are at domestic 
posts, in competition with local 
retailers. 


Home builders made a last ditch 
stand against the public housing 
bill, approved by the Senate, now 
before the House banking and cur- 
rency committee. Rodney M. Lock- 
wood, president of the National 
Association of Home _ Builders, 
claimed it will cost the govern- 
ment three times as much to pro- 
duce housing as it costs private 
industry. But the down trend in 
housing that started this spring 
weakens Mr. Lockwood’s case and 
plays into hands of government 
people who say that private in- 
dustry is unable to do the job. 


Television may stay frozen until 
late this summer. The engineering 
committee studying technica! 
shortcomings of the existing 12 
low-bands is unable to agree 0. 
a workable reallocation patter 
Meanwhile, FCC Chairman Wayn 
Coy will be off to Europe on Ma) 
13 to attend a highly important in 
ternational telegraph convention. 


FCC’s approval of allocatio: 
for mobile radio services bolsters 
big market for transmitting an 
receiving equipment. Covering p< 
lice, radio, press, industrial an 
many other services, general m¢ 
bile already includes 50,000 ai 
thorized stations and 200,000 m« 
bile units. In the competition f: 
scarce frequencies, newspapé 
publishers came off with facilitic 
for radio relay from reporters | 
home offices but lost out on the 
requests for frequencies for tran: 
mission of pictures from mobi 
units. 


Owens-Corning Schedules 
South America Campaign 


The export division of Owen 
Corning Fiberglas Corp., Toled 
is launching a magazine campaig 
in South American markets to edt 
cate people of that continent i 
the uses of Fiberglas and to broac 
en the product’s distribution bas' 

Magazines carrying the ads w! 
be: El Exportador Americano, | 
Exportador Americano Industria 
Ingenieria Internacional Construc 
cion, Ingenieria Internacional In 
dustria and Time (Latin America! 
edition). Fuller & Smith & Ross 
New York, is the agency. 
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Haloid Sales, Net 
lump; Xerography’‘s 
?rogress to Help 


ROCHESTER—The Haloid Co. last 
ear stepped up its sales and more 
han tripled its earnings. Sales rose 
rom $7,062,000 in 1947 to $8,- 
114,510 in 1948, and earnings rose 
rom $138,000 to $448,596. 

But the highlight of Haloid’s 
nnual report was its forecasting 
f xerography, a process involving 
dry electrical means of printing, 
called by Current Science & Avia- 
ion “one of the ten scientific 
achievements of 1948.” 

Xerography, and xeroprinting, 
are thought to have tremendous 
possibilities for the graphic arts 
and publishing businesses, and a 
model press capable of 1,200 web 
feet a minute—comparable to high 

speed newspaper presses—is now 
in operation. 

Haloid acquired the fundamental 
patents on xerography from Ches- 
ter F. Carlson, a New York patent 
attorney, and for the past two 
years has supported the process’ 
development at Battelle Memorial 
Institute (AA, Nov. 29, ’48). The 
company concedes that “much de- 
velopment work remains ahead 
before it will receive full com- 
mercial application.” 

But in 1949 some early sources 
of income for Haloid from xero- 
graphy may appear, generally 
from licensing, and sale of equip- 
ment for office copying. 


G-E Appoints Five 


O. H. Young, who has been as- 
sistant to P. D. Parker, general 
sales manager, has been named as- 
sistant manager of the general 
sales division of the lamp depart- 
ment of General Electric Co., Nela 
Park, Cleveland. The following 
have been appointed managers of 
the sales division’s four major 
functional operations: E. D. Stry- 
ker, utility and fixture promotion; 
R. E. Worstell, quantity consumer 
sales; T. C. Ohart, retail sales, and 
W. E. Davidson, original installa- 
tion sales. All appointments be- 
come effective June 1. 


‘Financial Post' Adds Two 


Edward J. Enright, formerly 
with Consolidated Press, Toronto, 
and J. M. Hayes, formerly assist- 
ant advertising manager of Cana- 
dian Business, have joined the ad- 
vertising sales staff of Financial 
Post, published by Maclean-Hunter 
Publishing Co., Toronto. 


P. rice Srcleedes 


Artful production 

Effective illustrations 

Animated tricky titles 

Sound on film (con- 
sists of off-screen 
voice and gavsle) 


Quickest service from 
America’s leading pro- 
ducer of spot message 
Motion Pictures for 


Dow Appoints Eddy 


John D. Eddy has been named 
vice-president and sales manager 
of Dow & Co., Buffalo, western 
New York distributor of industrial 
and construction equipment. He 
started with the company ten years 
ago as a salesman. 


‘NY Times’ Names Sanger 


Elliott M. Sanger Jr., formerly 
assistant to the promotion and re- 
search director, has been named 
assistant promotion manager of the 
New York Times. 


Airs ‘Count of Monte Cristo’ 


Golden State Dairy Products 
will sponsor the “Count of Monte 
Cristo” over 20 Don Lee California 
stations for 52 weeks starting May 


Taylor Joins ‘Newsweek’ 


with Fawcett Publications, 
York, has joined the New York] printing plant at 710 S. 3rd St., 
sales staff of Newsweek. 


Pertex Division Moves 


formerly The color division of Perfex 
New | Corp. has been moved into a new 


Howard W. Taylor, 


Milwaukee. 


10. Batten, Barton, Durstine & Os- 
born is the agency. 


To Goodkind, Joice & Morgan 


Goodkind, Joice & Morgan, Chi- 
cago, has been named to handle 
the advertising of Swiss-American 
Food Co., Chicago, maker of Piff- 
O-Puff, cheese spreads and salad 
dressings. 
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“In our dual role of manufacturer and retailer 
_of men’s clothing and furnishings, we must know 
what is going on in our own industry and in all 
business. This information enables us to plan for the 
future. It is essential, therefore, that our sources of 
information be up-to-date and reliable. That is why 
I look to The Wall Street Journal as an extremely 
useful business publication. | could not afford to 
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Bargain 


MR. JOHN C. WOOD 
President, Brooks Brothers 
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Trade May Equal '48 
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oo 
‘ent store men in man 
sighs of relief: 12 


t, Better Business Bureau 
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of New York City, Inc. 


be without it.” 
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al Business Daily 


Mr. Wood and 32,387 other 
presidents of widely diversified 
businesses (out of a total 
reading audience of 223,641 
business leaders) read The Wall 
Street Journal every day. These 
are the decision-makers of 
America. If you advertise to 
business you should put 

The Wall Street Journal 

at the top of your list. 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 : 
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25 Firms Sell 
Nearly Half 
of Beer Total 


New Yorx—The 25 largest 
brewers—each of which sold 700,- 
000 or more barrels—represented 
about 49% of the total volume of 
84,810,419 barrels of all 466 brew- 
eries in the United States in 1948, 
Research Co. of America reports 
in the eighth edition, just pub- 
lished, of “A National Survey of 
the Brewing Industry.” The 25 
leaders had a total of 41 separate 
plants. 

Although Research Co. would 
not release the detailed data on 
sales “standings” found in the sur- 
vey, Joseph Schlitz Brewing Co., 
Milwaukee, continued in first 
place for a second year. 

Others among the top ten were, 
alphabetically: Anheuser-Busch, 


St. Louis; P. Ballantine & Sons, 
Newark; Blatz Brewing, Milwau- 
kee; Falstaff Brewing, St. Louis 
(with plants also in East St. Louis, 
New Orleans and Omaha); Fort 
Pitt Brewing Co., Sharpsburg, Pa.; 
Liebmann Breweries, Inc., Brook- 
lyn; Pabst Brewing, Milwaukee 
(with plants also in Peoria Heights, 
Ill, and Newark, N. J.); Jacob 
Ruppert, New York and Norfolk, 
and F. & M. Schaefer Brewing, 
Brooklyn. Pabst also owns Los 
Angeles Brewing Co., which is 
included separately among the 
leading 25. 


s The proportion of the leading 
25 to the national total, the sur- 
vey showed, rose from 41.4% in 
1943 to 49.25% in 1948. 

Four brewers in 1948 each sold 
more than 4,000,000 barrels. 

The 144-page report, prepared 
by A. Edwin Fein, general man- 
ager of the company, covers the 
history.and manufacture of beer; 
an economic and marketing an- 
alysis; statistical data on the in- 


dustry; financial reports of lead- 
ing brewers, and a brewery di- 
rectory with annual sales figures 
on each brewer. 


Lane Joins McCann-Erickson 


Thomas H. Lane, vice-president 
in charge of sales promotion and 
advertising for Rexall Drug Co., 
will join McCann-Erickson, New 
York, as a vice-president with 
general executive duties starting 
June 1. He also will be a member 
of the advisory committee on ad- 
vertising plans. 


To Armstrong, Schleifer 


E-Z Way Curtain Rod Co., New 
York, has placed its advertising 
with Armstrong, Schleifer & Ripin, 
New York. A campaign will be 
launched in the early fall in news- 
paper magazines and the shelter 
magazines. 


Gets Rug Account 


Charles W. Jacobsen, Syracuse, 
Y., importer and dealer in 
oriental rugs, has placed its ad- 
vertising with Gottschaldt, Morris 
& Slack, Miami. 


as Genuinely 


Fourth ’ 


» 912 KANSAS AVENUE 
"TOPEKA. KANSAS 


Inc. 


“beat... the band blares out “Semper Fidelis”... 
and the parade begins as the gaily decorated floats move 
‘into position, followed by the smartly uniformed 


‘another symbol of HUMAN INTEREST to its thou- 
‘sands of subscriber families. Each issue reflects the 
type of editorial technique, CAPPER’S WEEKLY brings _ 
‘to the reader... News... Current Events... Home- 
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Vote at Low Gna Cpe Way om 
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week renewal cycle. 


man repealed. 


by management. 
Anyhow, 


not advertising’s. 


must ape radio. Why must it? 
At the least, you excite your 


Teleradio Mans Corner 


Too many radio ways of doing things and especially radio 
ways of thinking are being transferred intact to television. 


No law of Moses prescribes the even-quarter or the even- 
half hour program period. Nor the 20-second station break. 
Nor the network of fixed station memberships. Nor the 13- 


These things were radioman-made and can be television- 


Some advertisers already wonder whether a single big TV 
splash once a month doesn’t make a lot of sense. Who says 
it must be once a week? A good deal of the yatta-ta-yatta 
about “listener habit” is identical with “business man habit.” 
Some observers are wondering if the radio habit of praising 
habit isn’t habit-forming to the detriment of original thinking 


it’s worth considering that television offers a 
wonderful chance to get away from automatic imitation of 
radio. Maybe a new structure would be better all around. 


An old Chicago neighbor, Eugene F. McDonald of Zenith, 
has proposed, via his “Phone-Vision,” that video go back to 
where radio started and instead of taking the fork in the 
road marked “advertising sponsorship,” take, instead, the 
fork in the road marked “boxoffice.” His ‘“Phone-Vision” 
would bring the public television for entertainment’s sake, 


Meditate a while on all this. The McDonald thesis may 
not triumph. The force of events is against it. Still, his pro- 
posal breaks through the lazy assumptions that television 


LLL LLL LL Ll lle 


imagination. 


FTC Charges Bond 
Stores with Unfair 
Collection Methods 


WASHINGTON—The Federal 
Trade Commission charged Mon- 
day that “skip chaser” methods 
of Bond Stores, Inc., multi-million- 
dollar clothing chain, involve “un- 
fair and deceptive subterfuges.” 

The commission says Bond, and 
its vice-president, Louis A. Good, 
use fictitious trade names to obtain 
information concerning persons 
allegedly delinquent in their ac- 
counts. 

Under such names as “Surety 
Investigation Company,” “National 
Inheritance Bureau” and “Re- 
search Bureau, Reclassification 
Department,” the firm “falsely 
represented that the data is sought 
for such purposes as locating miss- 
ing heirs, establishing eligibility 
for surety bonds or checking qual- 
ifications for U. S. government 
employment,” FTC said. 

Bond’s Washington attorney, 
Louis B. Arnold, said the charges 
took him by surprise. He denied 
that Bond employs “subterfuges” 
or engages in any practices that 
violate FTC statutes. 

FTC says “Surety Investigating 
Company” and “Goodwin-Roberts- 
System” letterheads are used in 
collecting data on current ad- 
dresses and employment of cus- 
tomers other than delinquent debt- 
ors, and that “Research Bureau” 
and “National Inhéritance Bureau” 
are used in communications sent 
to the debtor himself. 

“While it is not apparent on 


their face,” FTC said, “the ad- 


dresses on these communications 
are those of Bond stores in Hart- 
ford, Conn., Chicago, Washington 
and New York. When the infor- 
mation is sent to one of these ad- 
dresses, it is forwarded either to 
New York headquarters or te the 
Bond store which extended the 
credit.” 


To Smith, Bull & McCreery 


Hoffman Radio Corp., Los An- 
geles, has appointed Smith, Bull 
& McCreery, Los Angeles, to han- 
dle its advertising. A campaign is 
being planned using newspapers, 
outdoor, television, cooperative ad- 
vertising and dealer promotion in 
the 11 western states and 'l'exas, 
with concentration in metropolitan 
areas. Hoffman currently sponsors 
the Spade Cooley television pro- 
gram, “Hoffman’s Hayride” on 
KTLA, Mondays, 8-8:30 p.m. 


KTSL Signs Two for 52 Weeks 


KTSL, Los Angeles, has signed 
two 52-week sponsors for its tele- 
casts of wrestling matches on 
Monday nights and boxing matches 
on Friday nights. Boxing will be 
sponsored by Camel cigare's 
through William Esty Co. The 
wrestling matches will be spo: - 
sored by a group of five Los A - 
geles area Buick dealers, wi 
Twentieth Century Television a: 
Radio Productions, Inc., handli 
the commercials. 


uo tL 


‘Drilling’ Names Farson 


Robert B. Farson, formerly mi - 
continent manager of Jenkins Pu - 
lications and district manager 
Gulf Publishing Co., has be 
named mid-continent represent 
tive of Drilling, published by A 
sociated Publishers, Inc., Dall: 
He will make his headquarters 
Dallas. 


Advertising 


of Salon Cality 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 
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VALUE STILL SELLS... 
A Quick Look At Women’s Groups 


ADVERTISING LINAGE —1Ist FIVE MONTHS 1949 


% GAIN 
GROUP JAN.-MAY '49 | JAN.-MAY ’48 or LOSS 
DELL MODERN GROUP 
MODERN SCREEN 82,727 75,540 + 9.5 
MODERN ROMANCES 82,965 73,309 +13.2 
SCREEN STORIES 74,475 68,746 + 8.3 
AVERAGE 80,056 72,532 +10.4 
FAWCETT WOMEN’S GROUP 
TRUE CONFESSIONS 98,919 97,419 + 1.5 
MOVIE STORY 73,648 76,440 i 3.7 
MOTION PICTURE 74,416 76,717 —" 3.0 
AVERAGE 82,328 83,525 — 
MACFADDEN 
WOMEN’S GROUP 
PHOTOPLAY 90,101 105,969 —15.0 
RADIO & TELEVISION MIRROR 62,378 71,025 =) 2.2 
TRUE LOVE STORIES 65,960 80,087 —17.6 
TRUE ROMANCE 72,508 85,193 —14.9 
TRUE EXPERIENCES . 63,970 78,233 —18.2 
AVERAGE 70,983 84,101 —15.6 
TRUE STORY 128,927 140,802 _ 8.4 


DELL MODERN GROUP 


The Strength of the Individual Magazines is the Real Measure of Every Group 


IFTH AVENUE + NEW YORK 16. N.Y. im 
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WENB. WFHA Name Kenney 

Peter Kenney, commercial man- 
ager of Station WKNB and WFHA, 
New Britain, Conn., also has been 
named assistant station manager. 


Joins Gordon & Mottern 
Murray Popkin, formerly with 
Jasper, Lynch & Field, New York, 
has joined Gordon & Mottern, New 
York, as an account executive. 


see: 
Veena 


KLZ Appoints Morris 


R. Main Morris, commercial 
manager of Station KLZ, Denver, 
also has been named assistant sta- 
tion manager. 


Names Moss & Arnold 


Klaus Grabe, Inc., New York, 
furniture manufacturer, has ap- 
pointed Moss & Arnold Co., New 
York, to handle its advertising. 


line free. B&W reprints 
$8.00 first 500. 
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_ FINE ARTS PRINTING COMPANY 
| 814. N. FRANKLIN ST., CHICAGO 10 


Whether it's a simple 
letterhead or a 4-color : 
brochure . . . whether it's 
going letterpress or offset... 
you can depend upon Fine Arts 
for a superb job at the right 


price. May we quote you 
on your next job? 
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Sales Execs to 
Hear Story of 
NFSE’s Work 


Whitney to Tell How 
3-Point Plan Leads 
to Doubled Membership 


New York—When the National 
Federation of Sales Executives 
opens its 14th annual convention 
May 23, at Chicago’s Stevens Hotel, 
approximately 2,500 members will 
hear of the federation’s remark- 
able growth in the past two years. 

Since September, 1947, when it 
had only 6,349 members and 58 
clubs, NFSE through sheer per- 
sistence coupled with foresight to 
hit hard on three vital programs— 
education, “Operation Enterprise” 
(the development of foreign sales 


markets) and its own national 
program—has grown to approxi- 
mately 11,000 members and 94 
clubs. The goal is 150 clubs. 

Robert A. Whitney, NFSE pres- 
ident, bases the federation’s plat- 
form on, “Your sales, your own 
management, your products, your 
research, your advertising and, 
most important of all, your sales- 
men.” 


a NFSE is developing and dis- 
seminating new techniques of sales 
management through sales man- 
agement clinics, regional confer- 
ences on sales management and 
its national convention for sales 
executives. 

It provides constant stimulation 
and exchange of viewpoints by 
furnishing speakers and suggest- 
ing new club programs. It brings 
new ideas to the attention of sales 
managers through a constant flow 
of business articles and the monthly 
NFSE news. 

The federation improves the 
personal effectiveness of salesmen 


LOOK — at Baltimore’s 343,654 City Zone families . . . 


30.4% increase since 1940, proof that Baltimore 


is the fastest growing market in the East.* 


LOOK — how the News-Post reaches 57.6% or 197,865 


of these families, more than any other daily news- 
paper. Total net paid 228,228. 


LOOK — Food Advertisers! The News-Post contains Balli- 


more’s leading Food Section — key to this 351 


million dollar food market. Because more women 


read the News-Post than any other paper, it will 


pay you to... 


LOOK TO THE 


First in Circulation in the 6th Largest City 
A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


“ABC City Zone based upon Bureau of Census 1947 Surveys for Metropolitan Districts. Among the ten largest 
markets in the U.S., Baltimore's rate of growth is the largest in the country. (Excluding two West Coast cities.) 


J ~e 


altimore News-Post 
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by stimulating their interest wit 
the “Distinguished Salesmen 
Award,” presented at the annu: 
NFSE dinner, and also holds in 
numerable salesmen’s rallies an 
training clinics. 

The education plan leads off th 
program by which NFSE hopes t 
attract more and better people t 
the ranks of trained salesmen. Th 
plan helps secure future salesme 
by establishing courses in sellin : 
in high schools of 588 cities an | 
763 colleges and universities. 
helps develop curricula based o, 
research and prepares compre - 
hensive texts on selling. 


w NFSE is interesting youth in a 
career in selling by formal presen - 
tations to civic organizations, by 
preparing and promoting oppor- 
tunities in selling and by sponsor - 
ing national essay contests. 

Continued research in the field 
of selling is furthered by the 
studies in current sales training 
practices. The federation deter- 
mines the educational background 
of successful sales managers; con- 
ducts a study of salesmen’s com- 
pensation plans; analyzes sales- 
men’s retirement programs and 
helps determine salesmen’s auto 
expense payment plans. 

The federation advises govern- 
mental groups on sales problems 
in five ways. It maintains a na- 
tional legislative committee; main- 
tains active Washington represen- 
tation; maintains local legislative 
committees; provides a voice for 
2,500,000 salesmen, and _ partici- 
pates actively in CED and the Ad- 
vertising Council. 

NFSE also helps establish the 
significance of selling’s role in 
American economy by preparing 
outlines of talks to be used by its 
11,000 members; by arranging for 
feature magazine articles and news 
releases. 


s During a recent trip to England 
at the invitation of the Incorpo- 
rated Sales Manager’s Association, 
Mr. Whitney talked to more than 
1,000 British business executives 
and government officials. 

As a result of these talks Mr. 
Whitney concluded that Marshall 
Plan dollars are not enough. In his 
opinion, America must also send 
constructive ideas and informa- 
tion to Europe’s business men. 

At his request, the British Sales 
Manager’s Association gave him a 
complete roster of their organiza- 
tion, broken down by clubs. Each 
of these names was then given to 
an NFSE member, with the re- 
quest that he establish contact 
with his “English opposite num- 
ber.” 

In each case where the name o! 
a British sales manager has bee 
given to an NFSE member, it hi: 
been only after his club has agree 
it would like to take part in tl! 
program. 

Mr. Whitney has suggested th: 
members exchange copies of An 
erican magazines and business ar 
trade papérs. This idea has be 
enthusiastically received in bot 
countries. In the short period t! 
plan has been operating, man 
Americans have started a regul: 
correspondence with their Britis 
counterparts. 

“NFSE’s program to re-establis 
communications can be a vit 
force for world peace,’ says M 
Whitney. “If carried out, it ca 
prove stronger than the Iron Cu) 
tain.” 


Fargo Resigns Heywood Post 

Edward A. Fargo Jr. has r‘ 
signed as vice-president in char: 
of sales and advertising of He) 
wood Boot & Shoe Co., Worceste 
Mass. 


WFIL Shifts Atkinson 

Harry Atkinson, business man 
ager of Station WFIL, Philadel! 
phia, has been named an accoun 
executive in the station’s sales de 
partment. 
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Federal Reserve Fleunen on Denactenent Store Seles 


WASHINGTON—Department store 
ales dipped sharply in the post- 
easter week ended April 23, drop- 
ying on the index from 313 for 
he preceding week to 266 for the 
week of the 23rd. 

The dollar volume of sales for 
ill Federal Reserve districts re- 
oorting was 10% below the volume 
for the corresponding week of 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Apr. 
Week to Apr. 
Week to Apr. 
Week to Apr. 
Month of March, 
Month of March, 


'49* 266 
'49*...313 
48*...296 
, 48*...294 
'49* p254 
'48*...285 


pPreliminary. 
*Not adjusted seasonally. 


1948, and about equal to the same 
week of 1947. 

Every one of the 12 districts re- 
corded losses during the week. 
They ranged from a 4% decline in 
the Boston district to an 18% drop 
in the Dallas district. 

All cities, with the exception of 
Indianapolis and Pittsburgh, re- 
ported sales volume below that of 
last year. The declines ranged up 
to 25% in Washington. 

% Change from 1948 
Wk. Wk. 


Mo. k 
Federal Reserve of Apr. Apr. 
District and City Mar. 16 23 
UNITED STATES ...... —l1 7 —10 
Boston District ......... —16 2 —t 
New Haven ... —9 39 —18 
BIE nctcttivciiissntsenees uw. —14 21 --3 
Springfield .................... —15 32 —22 
Providence ................ —17 25 —5 
New York District .... —tl1 r4 —10 
BNET deacenescibinsuteann —ll 4 —13 
ee —8 ril7 7 
New York ... —ll1 rO —10 
Rochester ................ —16 15 —7 
0 --8 10 —9 
Philadelphia District ... —12 6 —) 
Philadelphia _.......... . —12 5 —9 
Cleveland District .... —10 12 7 
IE sccniesteane , --7 19 —7 
Cincinnati —14 21 --1 
Cleveland —10 12 —ll1 
Columbus —8 10 —8 
Toledo —9 7 —12 | 
Pittsburgh .. —10 10 0} 
Richmond District —13 1 —I16/) 
Washington —3 17 —25 
Baltimore .... —14 7 --6 
Atlanta District —12 m4 61 
Birmingham ... . —13 20 11 
eae —9 26 ° 
Atlanta ....... - —15 7 —9 
New Orleans . —7 23 —8 
Nashville _.......... . —20 14 —19 
Chicago District ...... —) 4 A 
Chicago 5 —7 vi --9 
Indianapolis 7 4 2 
LEN's 
going on 
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51949, 


J art 


years of serving readers with factual 
product news and information. 


May, 1949, is issue No. 193. 
To our advertisers— 

Thanks a million— 

Total Distribution 65,000 copies. 


Ask for The ‘‘! E N PLAN’’. 
Good for SELLING . . because used 
for Buying. 


INDUSTRIAL 
EQUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Avenue ° New York 1,N. Y. 
Boston © Chicago © Cleveland © Detroit 


Detroit ie 
Milwaukee ............. 
St. Louis District | “— 
Little Rock 
Louisville 
OC eee 
Memphis 


Minneapolis District ... ; 


Minneapolis 
St. Paul ... 
Duluth- Superior 


Kansas City District .... 


Denver 
Wichita 
Kansas City 
St. Joseph . 
Oklahoma City 
Tulsa 
Dallas District 
Dallas io 
Fort Worth . 
Houston 
San Antonio 


—10 6 —Il1 
—ll —4 —3 
—10 2 —12 
—14 3 —!16 
—7 —l —5 
—10 2 —9 
—-8 7 —20 
anf * * 
_ * * 
13 ~ on 
al © + 
_7 6 —lM4 
—9 8 —10 
—1 21 —14 
—1l1 0 —17 
—5 18 —15 
—8 1 —21 
—h 10 —10 
—% 3 —I18 
—3 Oo —I16 
—10 7 —T 
—l1 6 
—5 —2 3 


San Francisco District —12 6 —Il1 
Los Angeles Area . —16 3 —l4 
Oakland Cs iltailianiins —10 22 —8 
San Francisco —7 28 —5 
Portland .. Pas —10 —8 —12 
Salt Lake City —2 —5 7 
Seattle —4 9 2 
r—Revised. 


*Data not available. 


Necco Launches Drive 


New England Confectionery Co., 
Cambridge, Mass., maker of Necco 
sugar wafer candy, is launching a 
campaign this month in 30 news- 
papers on the East and West Coast 
based on the “Carnival of Eight 
Delicious Flavors.” C. J. LaRoche 
& Co., New York, is the agency. 


Lipton Appoints R&R 

Thomas J. Lipton, Inc., has ap- 
pointed Ruthrauff & Ryan, Inc., 
|New York, to handle Frostee 
frozen dessert mix. 


: 35 


manager of advertising and sales 

Frank P. Handy, formerly field | promotion of Berry Brothers, De- 
promotion manager of Monsanto | troit, paint and varnish manufac- 
Chemical Co., has been named | turer. 


Berry Brothers Names Handy 


Tell us about yours 
offer and we will | 
recommend suifes 
able lists. Gee y 


Py) Suite 


: The Key to | 


MAIL SELLING 


ic Uitp f OM eae 
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Los Angeles © Philadelphia © Pittsburgh 


“Manufacturing” 
business in the BIG KFAB area. Mil- 
lions of chicks are sold every year over 
the BIG station KFAB. Among the hatcheries 

who profit by KFAB’s BIG coverage in the BIG 
Middlewest are Gage County Hatchery, Hill 
Hatchery, Lincoln Hatchery, and others. 


chicks 


is a BIG 


OMAHA 


Represented by FREE & PETERS, INC. 


NEBRASKA 


General Manager, HARRY BURKE 
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The Journal-American drives your 
sales story home .. . to 4 out of 10 
families who read a metropolitan 


evening newspaper 


N New York's highly competitive eve- advertisements, then discuss and decide 
ning field only the Journal-American their purchases. 


leads,the league year after year. Here, then, is double-header value for 


“Only the Journal-American has the power your advertising in the Journal-American. 
“™...circulation and pulling power... to influ- Dominant circulation—virtually twice that 
ence sales in 700,000 homes every evening. of the second evening newspaper. Home 
And it is in the home where sales mes- leadership—preferred by 4 out of 10 New 
sages score most consistently .. . where York families that read a metropolitan 
all members of the family read your evening newspaper. 


YOUR STORY STRIKES HOME IN THE a 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Promotes Gaskins 

Sylvester M. Gaskins, who has 
represented Caldwell-Clements 
publications in the Midwest for 
several years, has been named 
western manager of Tele-Tech and 
Radio & Television Retailing, with 
headquarters in Chicago. John 
Romanchak, eastern represent- 
ative, has been appointed district 
manager in the western territory. 


McNamara Promoted 


R. W. McNamara has been pro- 
moted from assistant to manager 
of the advertising and sales pro- 
motion department of Appliance 
Wholesalers, Portland, Ore. He 
succeeds W. C. Keefer, who re- 
signed to become manager of 
Whiteside’s Appliance Store, Cor- 
vallis, Ore. 


TANS LRREAS| 


ec AMERICAN LABEL CO. 


2435 Morth Sheffield Ave Chicoge 


14. Iinows 
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NBBB Asks Restraint 
In New Ammoniated 


Dentifrice Claims 


New YorK—The National Bet- 
ter Business Bureau last week 
urged advertisers of ammoniated 
dentifrices to restrain their ad- 
vertising claims and avoid the use 
of testimonials which “while liter- 
ally true, may be non-represent- 
ative and misleading.” 

The bureau stated that dental 
scientists who know most about 
the subject are not making positive 
claims for the effectiveness of the 
ammoniated dentifrices in the pre- 
vention of tooth decay. “Claims 
should be based on results obtained 
with formulae corresponding to the 
advertised product—not some 
other formulae,” the NBBB rec- 
ommended in a preliminary report 
which will be issued as a supple- 
ment to its “Do’s and Don’ts in 
Advertising Copy.” 

“It may be stated that a re- 
duction in caries activity has been 


observed in many cases where 
this procedure has been followed. 
Absolute claims for preventing 
tooth decay or caries activity 
should not be made,” the bureau 
warned, adding that “‘no reduction 
whatever has been observed in 
some patients using the dentifrice 
treatrnent.” 

The bureau does not believe that 
advertisers are justified in claim- 
ing that ammoniated dentifrices 
control or otherwise affect the 
cause of tooth decay. 


Appoints Cromwell 


George E. Cromwell has been 
appointed sales manager of Marine 
& Industrial Supplies & Service, 
Inc., Portland, Ore., which has re- 
cently been named distributor for 
the Manhattan line of belting, hose, 
mechanical rubber goods and V- 
belt drives. 


To Bennett, Walther 


Bennett, Walther & Menadier, 
Boston, has been named to handle 
the advertising of Haartz-Mason, 
Watertown, Mass., manufacturer 
of rubberized fabrics. 


‘Weiss 


A remarkably readable type face with 
unusually beautiful letter formation designed by 
one of the most versatile and accomplished 
exponents of the graphic arts in modern times 
..Emil Rudolf Weiss inspired by Greek and 
Roman inscriptions has executed this brilliant 


series whose quiet dignity imparts true distinctiveness 


the Weiss series...roman, 


italic, bold and Weiss initials are among 


DESIGNED 


many faces of distinction at 


sone, MONSE 


Chicago 22 EAST ILLINOIS STREET 


Los Angeles 928 souTH 


TYPOGRAPHY 


FIGUEROA STREET 


JANUARY 


ocTosEm 
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OECemate 


AD MERCHANDISER—Hartmann Co., Chicago luggage maker, uses this calendar idea 

for bringing its monthly advertising schedule to the attention of its retailers through- 

out the country. Shown here is the right-hand page of the folder, which illustrates 

each month’s offering on the flap of a die-cut space. When the flap is lifted, the 

publication list is exposed. Earle Ludgin & Co., Hartmann’s agency, created and pro- 
duced the piece. 


Chicago Area FM 


Stations Organize 


Cuicaco—Officials of Chicago 
FM stations have held a meeting 
here to prepare the way for a 
Chicagoland FM Association that 
would engage in promotion to sell 
FM radio and FM sets in the area. 

Five FM station executives 

named to a steering committee to 
work out a program for the asso- 
ciation are Edward Wheeler, 
WEAW, Evanston; Bernard Jacobs, 
WOAK, Oak Park; Ted Leitzell, 
WEFM; Walter Meyers, WFMF, 
and Ralph Wood Jr., WMOR. A 
report will probably be made to 
the full group next week, when 
formal organization will take 
place. 
A survey of FM listening habits 
is also contemplated by the group. 
Representatives present at the 
first meeting were from stations 
WEAW, WOAK, WEFM, WGNB, 
WMOR, WFJL, WXRT, WMBI-FM 
and WRGK, Brookfield. There are 
16 FM stations in this area, of 
which at least six do not sell FM 
time at all or separate from AM 
time. 


To Wilson, Haight & Welch 


Galileo Corp. of America, New 
York, subsidiary of Officine Gali- 
leo, Florence, Italy, manufacturer 
of precision scientific optical in- 
struments, has appointed Wilson, 
Haight & Welch, New York, to 
handle its advertising. 


National Brewing 
Using 82 Hours 
Weekly on WMAR-TV 


BALTIMORE—National Brewing 
Co. is sponsoring eight and a half 
hours weekly over WMAR-TV. 
National’s schedule includes week- 
ly wrestling matches, lasting at 
least an hour, on Tuesday nights; 
a half-hour amateur show from 
the Center Theater, Saturday 
night, and “Sports Parade,” one- 
hour Monday-Friday and_ two 
hours Saturday. 

Owen & Chappell, New York, 
which handles this account, points 
out that National was the first 
brewery to use television in Balti- 
more, starting in October, 1947. 

The beer maker, a big sponsor 
of sports events on radio, aired 
professional basketball games ove: 
WTTG, Washington, this year an: 
recently completed a spot schedul 
on WAAM and WBAL-TY\V, Balti 
more. 


Ford Promotes Greenfield 
Horace H. Greenfield, directo 
of sales and advertising, has bee: 
named vice-president in charge « 
sales and advertising of Ford M« 
tor Co. of Canada, Windsor, Ont. 


Stanfield Names Deachman 

Tam Deachman, formerly wit : 
Vickers & Benson, Montreal, h: 
been appointed an account execi 
tive of Harold F. Stanfield Ltc 
Toronto. 


area, The News-Sentinel 
service. 


Sales and Service 


... If you are looking for sales in the Fort Wayne 


is glad to be of double 


Your advertising sells the readers, mer- 
chandising cooperation sells the dealers. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


2 
The News-Sentinel 
Fort Wayne, Indiana 
ALLEN-KLAPP CO.... NEW YORK ... CHICAGO .. . DETROIT 
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Miami Herald’ 
eads First 50 
for Jan.-March 


New YorK—The Miami Herald 
id all morning United States 
rewspapers in total advertising 
| nage for the first three months 
of 1949 with 6,953,261 lines, ac- 
cording to Media Records’ report 
for the first quarter of ’49. 

In second place was the evening 
Washington Star with 6,334,069 
lines, then the evening Milwaukee 
Journa. with 6,214,190 lines, fol- 
lowed by the morning Chicago 
Tribune, with 5,855,026 lines. 

Despite the typographical strike 
in Chicago, the Chicago Tribune 
continued to lead in the general 
advertising classification for week- 
day morning papers, with 962,877 
lines. The Toronto Star headed the 
list of weekday evening papers, 
registering 897,951 lines, and the 
New York Times topped the Sun- 
day list with 1,103,930 lines. 

First among all papers (both six 
and seven-day) in total linage was 
the Miami Herald, with 9,786,306 
lines in morning and Sunday is- 
sues. Second in this grouping was 
the Chicago Tribune, whose morn- 
ing and Sunday issues carried 9,- 
487,895 lines. The Milwaukee Jour- 
nal (evening and Sunday) placed 
third with 9,161,272 lines; the 
Washington Star fourth, with 8,- 
739,288 lines, and the New York 
Times was fifth, with 8,562,574 
lines. 


s Media Records’ newspaper ad- 
vertising trends report shows total 
advertising linage for the first 
quarter of 1949 is up from the cor- 
responding period last year. Jan- 
uary and March are significantly 
higher, while February linage is 
off slightly from February ’48. 

In January, 1948, total linage 
was 155,428,118. In January, °49, 
163,378,921. In February, 1948, 
167,944,918 lines ran, while in Feb- 
ruary 49 the total was 163,378,921. 
March, 1948 figures show 189,555,- 
442 lines, and the March, 1949, 
total was 202,070,185 lines. 

First five papers in Media Rec- 
ords’ general and total advertising 
categories are as follows: 


GENERAL ADVERTISING 
Weekday Morning Papers 


a Ne Fy | 
‘ew York Times ....931,289 
f 
. 1949 
t 
6 years 2 i 


Pr oted to 
Finer 


Lithography 
for 


National 


« Advertisers 


hilipp 


LITHOGBAPHING 


-—«*1422 WN. 4th ST, MILWAUKEE 12, Wis. 
PHONE - MARQUETTE 8-2446 


Miami Herald . 
Boston Herald ......... 
New Orleans Times- Pic: ayune 


Weekday Evening Papers 


-veee911,718 
177 031 
.728,146 


Toronto Star ....... Ce SR 897,951 
Philadelphia Bulletin ain 870,786 
Chicago Daily News .. senateiilonoie 870,550 
Boston Traveler ................. See 
Houston Crambede .........0cc-ccccccescssesscssenes 845,312 


Sunday Papers 


New York Times ......... een 
New York Herald Tribune ................. 756,688 
Cleveland Plain-Dealer ....... coveves 422,764 
S| 7 676,091 
Philadelphia Inquirer ........................... 560,291 


TOTAL ADVERTISING 
Weekday Morning Papers 


OED eee | CU 
Chicago Tribune ........... 5,855,026 
Los Angeles Times ....... 5,313,479 
New Orleans Times-Picz ayune 5,289,102 
Philadelphia Inquirer .. 4,856,179 
Weekday Evening Papers 
Washington Star .............. 6,334,069 
Milwaukee Journal ........... ...6,214,190 
Houston Chronicle ......................:++--5,832,152 
Dallas Times-Herald .........................5,576,810 
FY 5,521,365 
Sunday Papers 
New York Tite. .....00000ccccessccssesssereeee ea IO 


Chicago Tribune 
Cleveland Plain-Dealer 
New York News* 
Philadelphia Inquirer .. 


3,632, tee | Montreal, has named Walsh Ad-| He will supervise initial distribu- 


ei 931 | Vertising, Montreal, to handle the | tion in the New England area. 


3,084,174 | Canadian advertising. Montreal | 


daily newspapers are carrying the 
initial advertising. 


*Includes 792,831 lines of split-run adver- 
tising. 


American Can Ups Officers 


Dudley W. Figgis, president of 
American Can Co., New York, 
since 1943, has been named chair- 
man of the board, succeeding 
Maurice J. Sullivan, who has re- 
tired. Mr. Sullivan will continue 
as a director and a member of the 


Nu-Brite Appoints Howes 
George P. Howes, formerly with 
D. P. Howes & Son, has been ap- 
pointed sales manager of Nu-Brite 
Mfg. Co., Essex, Conn., manu- 
facturer of a new soap-filled steel 
wool product for household use. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 


executive committee. Carl H. 
Black, executive vice-president, 
has been elected president, and 
William C. Stolk, vice-president 
in charge of sales, has been named 
executive vice-president. 


Reproduction of Genuine Glossy 
Photos in Quantities 


6: in 500 and 750 QUANTITIES 
2 (1000 and over .06¢) 


PHOTO-MATIC CO. 7375 "tel $2729 5. 


EASY CHART 


Streep Appoints Walsh 


William Streep, diamond mer- 
chant of Amsterdam, Holland and 


$1.10 Per Subject 


Mr. Jamison sells no Blue-Sky 


In the pleasant month of May (or in any other month for that matter ) 
there is nothing vague about the way our man Jamison does 


things. People advertise on the air, Mr. Jamison feels, for the purpose 


of making money. And that’s the only basis on which he 


sells radio and television time. 


We 


and company 


Radio is a fascinating medium,” he says with reason. “There are 
hundreds of fabulous success stories associated with it. By dwelling 
on them in a general way, I imagine I could pedd/e more time than I 
do now. But I wouldn’t se// near as much. For in the business of 
national spot representation, THE ONLY REAL SALE IS ONE OF 
MUTUAL ADVANTAGE. Both my advertisers and my station 


clients would find this out soon enough. 


“It might be possible, for instance, to sell a lot of New England time 
to a maker of cowboy boots, and get away with it once or twice. 


But matching the message, the market and the money is a better way. 


“That's how we feel about it at Weed and Company, anyway. 


Maybe that’s why we're doing more business for all of our clients 


ed 


(stations and advertisers alike) than ever before.” 


radio and television 
station representatives 


new york . boston . chicago . detroit 


san francisco . atlanta . hollywood 
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your best buy! 


“RESPONSE 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns— “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


RATES: 75 


incert mons 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
__ 209 8. State St., HA 7-2063, Chicago — 


ADVERTISING 
Young man with some experience in copy, 
layout and general writing to start as as- 
sistant to advertising manager and re- 
place him when qualified. Must under- 
stand graphic arts. Residence north ad- 
vantageous as location is in suburb north 
of Chicago. Moderate salary with real 
future for the right fellow. 
Box 2439, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


ADVERTISING MAN 
Combination copywriter, layout, and idea 
man. Old, established Chicago agency look- 
ing for unusual man with creative ability 
for magazine, newspaper, and direct mail 
campaigns. Sketching ability desirable. 
Must be experienced and effective copy- 
writer. 5 day week. State salary, exper- 
ience, and full details in first letter. 

Box 2449, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


No. 3300. Some Advertising Re- 
sponsibilities. 


The views of James W. Young, 
senior consultant with J. Walter 
Thompson Co., on “Some Adver- 
tising Responsibilities in a Dy- 
namic Society,” as presented in 
an address at Cornell University, 
are offered by the agency in this 
20-page pamphlet. 


No. 3301. Soap and Detergent Sur- 
vey. 


Wallaces’ Farmer & Iowa Home- 
stead has published this report of 
a survey of its Iowa farm sub- 
scribers, which tabulates brands 
used and monthly purchases of 
soaps and detergents for toilet, 
laundering and other washing uses. 


No. 3302. A 
Families. 


report from 2,365 


Product usage and brand pref- 
erences in the drug, grocery, al- 
coholic beverage, automotive, to- 
bacco, camera, watch and writing 
equipment fields among reader 
families is shown in this survey, is- 
sued by Popular Fiction Group. 
The study covers 64 types of prod- 
ucts and 514 separate brands. 


No. 3303. Six Popular Styles. 


Plastic Binding Corp. has issued 
this 32-page brochure, which il- 
lustrates and describes six types 
of books for which plastic binding 
is adapted, and lists about 36 dif- 
ferent uses in various advertising, 
merchandising, publishing and 
specialty activities. 


No. 3304. What Do Your Dealers 
Want to Know About the Prod- 
ucts and Promotion You Are 
Trying to Sell? 


This folder, published by As- 
sociated Business Papers, shows 
how 355 dealers voted in a nation- 
wide survey made for ABP to help 
its merchandising papers render 


still better service to readers and 
advertisers in their fields. Appli- 


ance, hardware, drug, jewelry, 
home furnishings, office equip- 
ment, grocery and other dealers 
were interviewed, and every geo- 
graphical region of the country 
was covered. 


No. 3292. Thank You Mr. Census 
Taker. 


Separate folders tucked into a 
pocket of this Successful Farming 
brochure provide an analysis of 
the publication’s subscribers—their 
farms, their homes, their farm pro- 
duction, and families. The studies 
are based on the 1945 Census of 
Agriculture, U. S. Census Bureau, 
and the 1945 Quarterly Survey of 
Agriculture, Bureau of Agricultur- 
al Economics. 


No. 3291. Circulation Anatysis— 
Market Report No. 106. 


Puck—the Comic Weekly has 
published this detailed state and 
county circulation analysis in 1,294 
key cities of 10,000 or more popu- 
lation. The tabulation includes 
number of families, Puck circula- 
tion, and the circulation of six 
other national magazines. 


No. 3294. Producing Your Film. 


Some of the illustrations in this 
Atlas Film Corp. booklet illustrate 
scenes from films made for various 
advertisers; others, with their text. 
illustrate steps and techniques in 
the making of commercial films, 
and the services and equipment 
Atlas has available. 


No. 3295. Don’t Let Your Country 
Selling Go Up the Wrong Road. 


Country Gentleman has _ pub- 
lished this folder, which deals with 
readership of urban magazines 
among farm men and women and 
the extent of duplication among 
Country Gentleman readers. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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POSITIONS WANTED — 


TOPNOTCH VISUALIZER with modern 
touch desires permanent position with re- 
liable agency or manufacturer. First class 
finished art. 15 years experience. Would 
consider art directorship. Salary $5000 


Box 2438, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


A HARD WORKING EDITOR of national 
magazine, single, college, wants editorial 
job not position in Chicago area. Exper- 
ienced, creative. 

Box 2441, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


“ADVERTISING - SALES PROMOTION | 
10 yrs.exp.agency, mail order, manufact- 
urer. Familiar with wide range of con- 
sumer goods. Now directing complete op- 
eration medium sized Chicago manufact- 
urer...direct mail, displays, mailing 
pieces, etc. Able writer - ‘know how” in 
cutting production costs. Modest salary 
and bonus based on results. 

Box 2442, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOOD PRODUCT SALES 

Now with the largest Pacific Coast Food 
Brokerage. I know sales promotions, dis- 
tribution problems, deals of all kinds, 
can design point of purchase sales mater- 
ial. Excellent contact man and represen- 
tative, free to travel. Want agency or 
manufacturer connection. 

Box 2443, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN—College graduate. 
Wears out shoe leather for business. Well 
known in Chicago territory 

Box 2445, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Woman writer with leading Chicago agency 
and thoroughly experienced in national, 
trade, direct mail copy, radio and telev. 
commercials, wants free-lance writing on 
own time. 6 yrs. retail adv. background. 

Box 2446, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


EXP. TYPOGRAPHER & LAYOUT MAN 
Thorough knowledge of design, mark up 
& all phases of printing. 14 yrs. exp. in 
printing office,adv.agcy and publishing. 
Box 2447, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
This Man Has a Problem 
Former New Zealand newspaper, publicity 
man, 15 years top Australian, English ex- 
erience, now US resident, seeks opening. 
owever, lack of local experience has 
proved major handicap in securing job 
he’s capable of doing. Thoroughly exper- 
ienced, well trained, has excellent refer- 
ences. Age 35, married, willing to relocate. 
Box 2448, ADVERTISING AGE 
100 E. Ohio St., Chicago il, Ill. 


~~ MISCELLANEOUS 


EXPERIENCED MERCHANDISER 
Interested in obtaining items for mail 
order selling would like to contact manu- 
facturer of suitable line. 

Box 2444, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Wanted — 


YOUNG MAN 


Whose Future Lies in 
Industrial Advertising 


An internationally-known manufacturer 
of electrical Sn ony in Ohio is in- 
terested in employing a man between the 
ages of 25 pm 32 in its industrial adver- 
tising department. While some advertis- 
ing experience would be helpful, more 
important qualifications include a crea- 
tive mind and a keen sense of merchan- 
dising. A college education is desirable, 
an interest in technical copy is necessary, 
and the ability to write is essential. The 
man we are seeking must have ambition, 
a great desire to learn, and the ability 
to get along with people. This is a rea’ 
opportunity for a young man anxious to 
learn the industrial advertising business 
as well as the manufacturing business 
Salary commensurate with responsibility 
Advancement limited only by individ- 
ual’s initiative and performance. Please 
send full particulars, salary expected 
and photograph. All replies strictly con- 
fidential. 


Box 7343, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


» o 
ond space ver 


REPRESENTATIVES AVAILABLE 


Established Space Representative 

Is Seeking A Permanent Sales 
affiliation with reliable publisher of trade, 
industrial or consumer magazines or a 
newspaper. This area of Michigan and 
Ohio buys enormous volumes of repeat 
advertising, but, consistent and frequent 
sales attention is essential. 

Box 2440, ADVERTISING AGE 

100 E. Ohio St. _Chicago 11, Til. 


FOR ‘SALE 
SUBURBAN HOME FOR SALE 

BY OWNER 
Six room red brick house on lovely wood- 
ed lot; living, dining, and breakfast 
rooms, kitchen, screened porch; 3 bed- 
rooms; full attic and basement. Near park, 
schools, and 30 minute transportation to 
Chicago. Brick garage. Oil heat. 683 
Harvard Ct., Highland Park, Ill., Call 
owner: H. P. 795. Asking $27,000. 


Walter Lowen 
PLACEMENT AGENCY 
o 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives * Copy « Art « Office 
Public Relations 


Please write briefly outlining your spe- 
cific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Curtailment Releases Our 
Efficient and Loyal 
PRODUCTION MANAGER 


who has had more than 25 
years experience in make-up 
and advertising production. Our | 


loss is the gain of some pub- 
lishing company or advertising 
agency who has a “hot spot’’ 
in its production department. 
His knowledge of make-up and 
printing methods has saved us 
many thousands of dollars. He 
thrives on work and deadlines. 
As a leading business paper 
publisher, and as his employer 
for many years, we recommend 
him highly. 


Box 7351 Advertising Age 
11 E. 47th St., New York 17, N. Y. 


Do you have a friend in 


ST. LOUIS, MO. 


. »« who is seeking a man with this back- 
ground? Nine years agency work (3 in St. 
Lovis)—including an abundance of the 
“lower echelon'’ calibre — traffic, service, 
assistant to an Account Executive and Assist- 
ant Production Manager—now employed as 
Production Manager of a medium size Chi- 
cago agency—earning $6000.—age 29— 
married—two children. | am interested in 
any position in any field that has the fol- 
owing prerequisites: 1) In St. Louis or vi- 
cinity. 2) Enough problems to be interesting. 
3) An income that will happily support 
wonderful family mentioned above. Write 
for complete resume 

Box 7353 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING layout man, about 30, ex- 
pertenees in revamping ads for retailers. 

finished art, but must be good letter- 
ing man. Production knowledge of printed 
matter essential, purchasing art work, pa- 
per, engravings, etc. Write fully, in com- 
plete confidence, givi ng background and 
starting salary expecte This is a perm- 
anent — and excellent opportunity 
for right man. Write Box 7347, ADVER- 
He AGE, 100 E. Ohio St., Chicago 


MARKET RESEARCHER AVAILABLE 


Agency and manufacturing experience. 
Sales Analysis. Plan, execute studies and 
prepare clear concise reports. Well 
grounded in research techniques and 
wide range of products. Age 36, married. 
Salary requirements $7,000—8, 


Box 7352 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Advertising Age, May 9, 194) 


Rexall Owl Drug 
B Stores in L. A. 
Hold Contests 


Los ANGELES—The Rexall Ov 
Drug stores, in cooperation wit 
manufacturers of 80 nationally ac . 
vertised items, has launched , 
gigantic giveaway promotion ‘> 
consist of four separate week , 
contests, each of which will have 4 
potential award list up to a limt 
of $10,000. 

The “contest” requires no pw - 
chases, no limericks, no sloga, 
writing. It is necessary only to g 
into an Owl store and ask for .; 
contest ticket. The ticket, a copy 
righted system known as “80 
Spot,” consists of thumbnail pic- 
tures of the products of each o! 
the cooperating manufacturers. 

Contestants are asked to mark 
ten products, sign their name and 
address, and put their tickets in 
boxes near the door of each store. 
The tickets are numbered and in 
duplicate, with*a carbon of the 
entry retained by the entrant. 
Weekly contests run Mondays 
through Saturdays, with drawings 
to determine winners conducted 
publicly the following Tuesday at 
Rexall Square. 


we The drawing is made from a 
hopper containing ping pong balls, 
each imprinted with the name of 
one of the participating manufac- 
turers. Fourteen balls are drawn. 
The names of the products drawn 
are then posted in all stores, where 
contestants can take the carbon 
copy of their entry to see how 
they fared. 

A contestant who marked five 
of the names drawn, is awarded a 
small merchandise prize. When six 
names correspond, a merchandise 
prize of greater value is given. 
Seven correct checks bring $5, 
eight bring $10, nine bring $250. 
If all ten markings are among the 
14 drawn, it wins the grand prize 
of $10,000. In case of ties, the 
award is shared. 


ws The 80-Spot system is not new, 
but previously had been based on 
the use of numbers. This is the 
first time it has been used in the 
retail field, featuring actual pro- 
ducts. Gimmick for the cooperat- 
ing manufacturers is that they are 
guaranteed special store display 
during the promotion, as well as 
frequent mention in the extensive 
Owl advertising. Newspaper ad- 
vertising also features the specials, 
and six local radio programs men- 
tion five different products ever) 
day. 

The promotion was previousl) 
tested in two of the chain’ 
“poorer” stores, without benef 
of any exploitation except sto! 
posters. It proved a strong traf! 
builder, and sales were increas‘ 
15% in a period when the gene) 
trend of sales was downward. (n 
the basis of the test, it is ai- 
ticipated there will be a total ‘ 
from 8 to 10 million entries in t! 
four contests. 

General Advertising Agency 
which has the rights to 80-Spot, 
is handling the contest. 


Longueville Promoted 


George J. Longueville has been 
named national sales manager o! 
the accounting machine division o! 
Underwood Corp., New York. He 
has been with the company sincé 
1925 and since 1946 has been < 
special representative for Under- 
wood’s Pacific district with head 
quarters in San Francisco. 


Gardner Transfers Howard 


Hoyt Howard has been trans- 
ferred from St. Louis to the New 
York office of Gardner Advertis- 
ing Co., where he will be art di- 
recto 
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i'S FUN TO 2 


BE NICE 


TO PEOPLE 


V5 


SPREADS JOY—Philip Morris & Co. re- 
ports its new Johnny cut-outs are popping 
up all over, with purchasing agents, re- 
ceptionists and shop foremen using them 
as good humor displays. Equally popular 
is another card, suggesting: “Even if you 
don’t stop, smile when you go by.” 


Insurance Agents Set 
Drive Against Taxes 
and Federal Power 


New YorkK—In an effort to stop 
the growth of governmental pa- 
ternalism and rising taxes, the 
National Association of Insurance 
Agents is launching a $1,000,000 
campaign, promoting “Letters for 
Freedom.” 

The program urges each of the 
25,500 organized NAIA members 
to rally family, friends and busi- 
ness associates to write to Congress 
urging the lawmakers to preserve 
freedom by voting against further 
power concentration in the hands 
of anyone and excessive govern- 
ment expenditure. 

The association has prepared a 
leaflet explaining its “Program for 
America” in detail, for mass dis- 
tribution through its members. 
The leaflet calls on the public 
to protect America’s fundamental 
concept of freedom by writing to 
individual congressmen telling 
them to: 

“Vote to avoid concentration of 
power in anyone’s hands, whether 

usiness, labor leader, or govern- 

1ent official.” 

“Vote to stop spending so much 

f our money.” 

Program for America leaflets 

‘e obtainable at cost from NAIA 

eadquarters, 80 Maiden Lane, 

ew York, N. Y. 


hanges to Doeskin 


The stockholders of San-Nap- 
k Mfg. Co., New York, have 
proved of the change of the com- 
ny’s name to Doeskin Products, 
*. The bulk of the company’s 
les is now being made under the 
and name Doeskin, including 
cial tissues, dinner napkins and 
throom tissues. A portion of the 
mpany’s products will continue 

be manufactured under the 
‘and name Sanapak. 


utler Resigns Thayer Post 


Ralph R. Butler has resigned as 
‘sSistant to the president and gen- 
‘al sales manager of Thayer, Inc., 
ardner, Mass., manufacturer of 
iby carriages and juvenile furni- 
ire, to resume sales consulting 
ork. Mr. Butler will continue to 
‘rve Thayer in a consulting ca- 
acity. 


torris Adds Duties 


John J. Morris has been elected 
‘easurer of J. M. Reilly Co., Bos- 
on. He also will continue as 
eg director and account exec- 
itive. 


McLain-Dorville 
Elects Stambaugh, 
Johnston, Sholl 


PHILADELPHIA—Orville B. Stam- 
baugh, president of the Dorville 
Corp., has been elected chairman 
of the board of directors of Mc- 
Lain-Dorville, Inc., to succeed the 
late William R. McLain. The com- 
bined agency was organized about 
a month ago. 

Lyle T. Johnston, former vice- 
president of the McLain Organiza- 
tion, remains as president of the 
new company. Raymond A. Sholl 
Jr., formerly copy and plans direc- 
tor of the Dorville Corp., was elec- 
ted vice-president of the new com- 
pany. George Daly remains as sec- 


retary-treasurer, and G. Potter 
Darrow, formerly executive vice- 
president, was named a director. 
Mr. Sholl, before joining the 
Dorville firm, was associated with 
John Falkner Arndt & Co., and 
prior to that was sales promotion 
director for SKF Industries. 


Appoints Andrew Pallag 


Andrew G. Pallag, formerly with 
Roy S. Durstine, Inc., New York, 
has been appointed director of 
media of Gordon & Mottern, New 
York. 


Rowell Forms PR Firm 


Glenn O. Rowell, formerly per- 
sonnel director of Veeder-Root, 
Inc., Hartford, Conn., has estab- 
lished his own public relations 
agency in Hartford. 


Two Appoint Sackheim 


Superb Glove Co., women’s di- 
vision, and Crescendoe Gloves, 
New York, have appointed Ben 
Sackheim, Inc., New York, to han- 
dle their advertising. 


Joins ‘Nation's Business’ 

Lewis F. Cleveland has been ap- 
pointed manager of the Cleveland 
office of Nation’s Business. 


Bilkar to Rogers & Porter 
Rogers & Porter, Rochester, N. 
Y., has been retained to handle 
the advertising of Bilkar Products 
Co., Rochester, maker of baby bibs. 


Gardner Names Marshall 


David Marshall has been named 
in charge of media and research 
in the New York office of Gardner 
Advertising Co. 


BRIGGS OUTDOOR 


ADVERTISING COMPAN: 


C—O 


Oliver Corporation Renews 
pot Movie Campaign 
Atter First-Year Test 


Advertising Agency: The Buchen Company 


THE OLIVER CORPORATION, famous century-old manufacturer of 
farm machinery, selected Spot Movie ads in theatres as an important 
element of its 1948 advertising campaign. 


Spot Movies demonstrated Oliver’s new tractors and implements on the 
theatre screen, appealing simultaneously to the eyes and ears of farmers. 
Oliver has selected only theatres in dealer trade areas. 


So successful were the results of Oliver’s initial use of theatre screen 
advertising that the Oliver Corporation has just renewed its Spot Movie 
contracts through the company’s advertising agency, The Buchen Com- 
pany, Chicago. 


If you are interested in giving a sales boost to your product or service, 
get all the facts about Spot Movie Ads in theatres. Write or telephone 
The Movie Advertising Bureau office nearest you today. 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


KANSAS CITY CLEVELAND 
2449 Charlotte St. 400 Leader Bidg. 
Phone: Harrison 5840 Phone: Main 9333 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 
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UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Signs Teleplay and Ace 


General Television Enterprises 
has signed Teleplay Productions, 
Inc., and Ace Pictures, Inc., to 
produce the 26 half-hour television 
films it has contracted to provide 


G-F Promotes Brown 


Willard P. Brown Jr., former as- 
sistant to the production manager 
in the Maxwell House division of 
General Foods Corp., New York, 
has been appointed assistant to 
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April Business Paper Advertising Volume 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro 
duced without written permission. Unless otherwise noted, all publications are monthlies and hav 


standard 7x10-inch type page. 


for Procter & Gamble Productions, | Howard M. Chapin, director of ad- Peas Pa 
Inc. Production will start June|vertising of the company, succeed- Industrial Group 949 948 1949 1948 
15, with General Television sche-| ing Benjamin F. Grogan, who has | Aero Digest ............ bees 62 61| Coal Age ........-..ee eee 152 63 
duled to turn the completed films been promoted to sales and adver- | American Aviation (semi- sae nl = gp pt eae art 
. cs toi istant in the Walter Baker mo.) ..... se eeeeseeresers 41 34 | Construction igest (bi.-w.) “ 
over to P&G by the middle of Aug using assistan American Builder .......... 197 192 | Construction Methods ...... 128 129 
ust. The series is slated for tele- division in Dorchester, Mass. American City ............. ie 144 erent ten Bo grveporces +o: 45 53 
, » American Dyestuff Reporter. 1§R6 86 | Contractors cngineers 
casting as the Procter & Gamble American Machinist (bi.-w.). 361 *%429 Monthly (9% x 14)....... 63 71 
Fireside Theater,” over the NBC | Flick Joins Maclean-Hunter American Printer .......... *44  *48| Dairy Record .............. 5 86 
eastern television network. . Analytical Chemistry ...... 41 37 | Design News .............. 126 98 
Don H. Flick, formerly adver- Architectural Forum te Te a71 une Diesel Progress (9 x 12).... a 3 
tising manager of the Chronicle | Architectural Record ...... 1 165 | Distribution Age ........... 2 ae 
See Mercia Waters |e set Mallins, HB hes joined | “ema ne el ES ee Ree OR 
Casco Products, Bridgeport, | Maclean-Hunter Publishing Co.,/ Aviation Maintenance ...... 6498 55 | Electrical Engineering ..... 59 839 *64 
Conn., has appointed Norman D. | Toronto, as advertising representa- Aviation Week ............ *125  *106| Electrical Construction & : 
Waters & Associates, New Yorks, | tive on Canadian Machinery and + ~ gana (bi.-w.)..... ie a Bs ge teen ee eens = = 
as its advertising agency. Manufacturing News. _ weny  lalallaaaatdaat 38 Mita $134 $148 
Brewers’ Digest ........... 43 39 | Electrical World (w.)....... 1*263 261 
Brick & Clay Record....... §*54  §*56| Electronics ................ *187 *200 
Bus Transportation ........ 140 148 | Engineering & Mining 
The FACT ae og Ty News cor #110 | Be ea 129-137 
72 x Ie ngineering ews-Recor 
ee GLE cuaecbevacess 1677 *84 | OL a 1*363 0 0=—*441 
The SMILE KFMJ Tulsa is growing. Now Ceramic Industry ......... $*105 §*120| Excavating Engineer ...... 39 39 
Definition: Parking Sp The Thats te ea Chemical & Engineering Factory Management & 290 297 
Hie o Fred Jones News (w.) ..ccecsecscees 1135 133| Maintenance .............. 
—a place in which another wd em On Sea ee Chemical Engineering ..... 1290 294| Fire Engineering .......... 54 40 
car is parked. CALL FORJOE Chemical Industries ........ P*102 *115| Fleet Owner ............... 128 182 
Tulsa, Okla. Chemical Processing Preview 127 109 | Food Industries ............ 142 174 
"ess a * * 
1050 Ke Civil Engineerin 51 47 RE OT ree 40 51 
* . heise ate Food Processing Preview... 72 69 
peney i ae er = 
Se bdihe thddsbdec ous boceces 
Ge PD GRR). occ cccccce 2188 4118 
Heating & Ventilating...... 86 86 
Heating, Piping & Air 
SE eb aind ode 06 129 132 
Ice Cream Review.......... 105 111 
Industrial & Engineering 
a 129 124 
Industrial Finishing 
 * fees 77 94 
Industry & Power.......... . . 
ph eee 
Iron Age (w. » Tews ck civa oe 4 0497 s $9637 
Machine Design ............ *232 °257 
Machine & Tool Blue Book 
CE MNO ed sac dee se 224 266 
PC cnn das «60:60 0000 261 289 
Manufacturers’ Record *40 *37 
Marine Engineering & 
Shipping Review ........ 1100 100 
Mass Transportation ....... 35 34 
Materials & Methods....... 111 146 
Mechanical Engineering .... 91 122 
Mechanization ............. $*138 §*106 
Metal Finishing ........... 65 73 
8... eae 118 112 
osc e ke wie eee 1104 108 
Milk Plant Monthly........ 53 64 
Se Oe I, co ecccccene *256 *304 
Mining Engineering ....... 22 23 
Modern Machine Shop 
: 2 o | eae 257 281 
Modern Packaging ......... *207 *213 
Modern Plastics ........... *131 *167 
Modern Railroads .......... 62 46 
National Butter & Cheese 
0 EEE rr 44 57 
National Petroleum News 
Pr cvnted cen weeeds Cae 66 111 101 
National Provisioner (w.).. 145157 ‘48172 
National Safety News...... 51 58 
Oil & Gas Journal (w.)..... ale «! lg | 
 - - haere errr rT 
Operating Engineer ....... *53 *55 
Organic Finishing ........ §25 $30 
Packaging Parade (9%x12). §90 $85 
Paper Industry & Paper 
SEE, scdeed auwaeave dees 73 92 
Paper Mill News (w.)...... 51§*139 4§*137 
Paper Trade Journal (w.).. *'*165 °*205 
Petroleum Engineer ....... §*187 143 
Petroleum Processing ..... 78 58 
Petroleum Refiner ......... *170 §*157 
OO Pree *116 *114 
Plant Engineering ........ 38 18 
0 a ee 52 50 
EY ee Ree wed shade 660006 *224 *240 
Power Generation ......... 74 94 
Practical Builder .......... 102 88 
Printing Magazine ........ 57 64 
‘ Product Engineering ....... *265 *280 
The shortest distance between your Production Engineering & ae 
Management ............ 
goods and consumers in New Orleans, Products Finishing (44x64) 91 95 
Progressive Architecture ... 107 90 
the South's Greatest Market, is The Purchasing ...-..;...----.. 236 248 
, Quick Frozen Foods & the 
4 2 * . > F 
Times-Picayune States combination—a Mf > Se a 
. : P Railway Engineering & 
morning-evening team that sells quickly, Be yale 49 63 
m Railway Mechanical Engineer 101 110 
effectively and at low cost. Railway Purchases & Stores 92 89 
Railway Signaling ........ 36 82 
Roads & Streets .......... one 82 
‘ . EE nc ccc vasace 124 143 
Check the Figures! Sewage Works Engineering. 18 18 
oa DEs ne baw ow eed ose 57 55 
Southern Lumber Journal... *93 *88 
New Orleans Homes ee ae ’ 181,100 Southern Lumberman...... 2174 ae = 
° ° « Southern Power & Industry. 86 5 
Combined City Daily ........ .... 182,008 ME Oeics vic aaek +0 s 19393 #395 
. xn ensaccdusese 9 14 
I Telephone Engineer ....... *59 64 
Telephony (w.) ............ 5 1§*162 41§*117 
Textile Industries .......... fe ae 
. ,. rarer 23 1 
TOTAL CIRCULATION Timberman ................ *121  *113 
Tool & Die Journal (5x74) 93 91 
- | Seer 75 80 
M. & E. ... 261,158 Sunday ... 274,462 Traffic World (w.) ........ 112 101 
Swimwear by Water & Sewage Works.... 55 $126 
Golo of Galitestia. tea 12 Months Ending Dec. 31, 1948 Water Works Engineering a. jae 
, . 8 BP ee ee 
Milline Rates as Low as 1.83 M. & E.—1.82 Sun. Welding Engineer ......... 59 65 
West Coast Lumberman.... *120 %127 
Western Canner and Packer *39 *50 
Western Construction News. *100 *111 
Western Industry .......... *51 *52 
ear *75 *81 
Woodworking Digest 
So ied his dian dane *166 *177 
c.f}. eee *200 *173 
World Petroleum ........ 53 61 
EN ell ad oases ens 17, 655 ‘18, 466 
Trade (tiroup 
Air Conditioning & Refrigera- 
tion News (w.) (1114x116). ‘'§76 §*91 
American Artisan ......... 129 124 
American Druggist ........ 127 147 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) ........ 1§°356 §*298 
Boot & Shoe Recorder ' 
IR! a hlias Fin ksi *230 §°312 
OWNING AND OPERATING RADIO STATIONS WTPS & WTPS-FM Building Supply News 6° (tae 


Pages 
1949 §=:194 
Chain Store Age— 

Administration Edition 

Combinations ............ 25 : 

Druggist Editions ........ $88 §1: 

General Merchandise— 

Variety Store Editions. . 112 lf 

Grocery Editions ........ 97 Tl 
Department Store Economist 76 
Domestic Engineering ...... 169 ] 
Electrical Dealer ............ 62 
Electrical Merchandising 

EE wi ied ek w ened as 152 1 
Electrical Wholesaling ..... 125 =(*1 
Farm Equipment Retailing. . 97 
Farm Implement News 

DS atbershsehsdsende 1§*°283 = *15 
Fueloil & Oil Heat......... 85 ‘ 
CS ED sccescctkaccee 92 1 
9 9” eee ee $1 2 
Hardware Age (bi-w.)...... 1§396 §44 
Hatchery & Feed .......... 33 4 
Hosiery & Underwear 

IPR SR ee ee 133 15: 
Hosiery Industry Weekly 1127 $31i 
Implement & Tractor (bi-w.) ' *243 212 
Implement Record ......... $101 78 
Industrial Distribution 203 215 
SE | vn cet ov vekbade ccs 108 113 
Jewelers’ Circular-Keystone. 206 262 
Leather & Shoes (w.)...... 1§*114 §*108 
Lingerie Merchandising .... 82 8] 
Liquor Store & Dispenser. . 53 56 
0” EN a ae eee 171 71 
ies wd cen n eeu hes 146 129 
Motor Service ..........00. 159 170 
NJ (National Jeweler) 

EE  Divecndcearee en 210 246 
National Bottlers’ Gazette. 90 135 
National Furniture Review. 91 84 
Office Appliances .......... 158 153 
Photographic Trade News... 62 84 
Plumbing & Heating Business 106 16 
Plumbing & Heating Journal 17 75 
Plumbing & Heating 

ET soc & 6 0b ¢ eye 38 37 
Poultry Supply Dealer..... *29 *32 
Progressive Grocer......... 185 171 
Sheet Metal Worker.... *72 *81 
Southern Automotive Journal 124 125 
Southern Hardware ........ 155 157 
Sporting Goods Dealer..... 154 233 
Re eae 56 79 
Super Market Merchandising 134 118 
Variety Merchandiser ...... 88 90 
Wood Construction & Build- 

ing Materialist .......... 50 44 

a! cs. staweseswe 6,311 8,055 

Class Group 
Advertising Age (w.) 

i line ea 1212210 
American Funeral Director. 1*79 *73 
American Hairdresser ..... 48 68 
American Restaurant ...... 91 $151 
Banking (7x10-3/16) ...... 58 62 
Casket & Sunnyside..... *48 *70 
Chain Store Age— 

Fountain Restaurant 

Combinations .......... 29 32 
Cleaning & Laundry World 41 47 
Dental Survey ............. 102 109 
Fountain Service .......... 60 56 
Hospital Management . 69 78 
Hotel Management 87 98 
Hotel Monthly ............ 56 4s 
Hotel World-Review 

(w.) (9%4x14) ..... 1#43 *45 
Industrial Marketing BR 97 
Journal of the American 

Medical Association ..... 5§*381 4*300 
EE Fare 70 88 
Medical Economics 

(44 x6%) Coeeeerseees 119 112 
Modern Beauty Shop ....... 71 102 
Modern Medicine 

(semi-mo.) (414x6%) 144 131 
Nation's Schools .......... 86 77 
Oral Hygiene (4-5/16x7-3/16) 133 132 
Restaurant Management ... 70 112 
Scholastic Coach .......... 43 42 
School Executive— 

School Equipment News.. 69 63 
School Management 

7 OS 23 22 
What's New in Home 

RE ceerde 54% es da0s 68 93 

EN ehediry Gk gas ts 2,388 2,518 

Export Group 
American Automobile 

(overseas edition) ........ 110 71 
American Exporter 

(two editions) .......... 175 228 
American Exporter Industrial 

(two editions) .......... 135 161 
Automovil Americano ...... 125 81 
Caminos y Calles ...... 32 33 
El Embotellador ........... 32 38 
Farmaceutico .............. 42 48 
Hacienda (two editions).... 105 122 
ff 2S 14 1 
Ingeniera Internacional 

Construccion ............ 65 ‘i 
Ingenieria Internacional 

| “ee 91 1 
McGraw-Hill Digest ........ 35 1 
Petroleo Interamericano .... 54 7 
Pharmacy International .... 21 2 
Revista Aerea Latino- 

Pe $16 $34 
Revista Rotaria ............ 7 7 
Spanish Oral Hygiene 

(4-5/16x7-3/16) .......... 30 36 
Textiles Panamericanos .... 63 64 

0 ee eee 1, 152 1,215 


$Includes a special issue. 

*Includes classified advertising. 

[)7 x 10 units, sold as pages. 

! Estimated. 

* Three issues. 

* Four issues. 

5 Five issues. 

* Aviation Maintenance has been changed 
to Aviation Operations. 


Conco Appoints Butler 

Kenneth B. Butler & Associate: 
Mendota, IIll., has been named b) 
Conco Engineering Works, divi- 
sion of H. D. Conkey & Co., Men- 
dota, Ill., to handle the advertising 
of its heating division, effective 
June 1. The agency will now han- 
dle all divisions of Conkey. 
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} usiness Paper Ad 
\ olume Falls Off 
/ gain—by 9.1% 


‘HICAGO—Business paper adver- 
ng took another downward dip 
April. Industrial Marketing’s 
m nthly report shows a 9.1% ad 
y.i\ume decrease from the level 
o: April, 1948. 

[he report shows 243 business 
p.pers carried a total of 27,506 
peges in April, down 2,748 pages 
from 30,254 in April last year. For 
the first four months this year, 
IM reports, these publications were 
off 5.5%—from 112,841 pages last 
year to 106,679 this year. 

Trade publications, carrying 6,- 
311 pages last month, showed the 
greatest decline. These 53 publica- 
tions were off 21.7% from April, 
1948, when they carried 8,055 
pages. In four months of 1949 they 
have carried 24,660 pages, off 
10.6% from 27,584. 


— 


o>) 


s The 145 industrial publications 
carried 17,665 pages last month, 
a 4.4% decline from 18,466 in 
April, 1948. In four months they 
have carried 67,977 pages, off 3% 
from 70,111 in the same _ period 
last year. 

Twenty-seven class publications 
report to IM an aggregate 2,388- 
page volume for April, off 5.2% 
from 2,518 a year ago. Another 
5.2% decline for the month is re- 
ported by 18 export publications, 
which carried 1,215 pages a year 
ago and 1,152 last month. For four 
months, the class publications are 
off 5.3% (9,696 pages in 1948 vs. 
9,183 in 1949) and the export pub- 
lications are off 10.8% (5,450 vs. 
4,839). 


Screen Plays Starts Drive 
for ‘Home of the Brave’ 


Screen Plays Corp., Hollywood, 
has opened a campaign for “Home 
of the Brave,” a film on discrimi- 
nation against a Negro, using the 
copy theme “the first picture of 
its kind,” and “filmed behind 
locked doors,” and some ads carry 
the headline, “So Hollywood Has 
No Guts?” 

A magazine campaign, budgeted 
at $90,000, includes American Mag- 
azine, Liberty, Life, Look, News- 
Week, Parents’ Magazine, Pictorial 
Review, Redbook, The Saturday 
Evening Post, Seventeen, and 
Ebony and Our World. 

Total budget will probably be 
$250,000, including women’s par- 
ticipating radio shows and news- 
papers. “Home,” like “Champion,” 
vas produced on a $600,000 shoe- 
‘ring. Buchanan & Co. is agency 
for the picture, released through 
inited Artists. 


Sales Executives Elect 


John C. Harkness, of A. T. 
earney & Co., has been elected 
resident of the Chicago Sales 
xecutives Club. Other officers 
ected are: Floyd A. Poetzinger, 
vetzinger, Dechert & Kielty, Ist 
ce-president; Eugene F. Galvin, 
anklin Foundries, Inc., 2nd vice- 
esident; Sanford H. Cundall, 
‘asurer, and Thomas H. Coulter, 
oz, Allen & Hamilton, secretary. 


AM . 


* 
. . 


FLYING RED HORSE—Topping the new General Petroleum building in Los Angeles is 

the familiar Flying Red Horse which gives the illusion of flight with thrashing wings 

and galloping hooves through use of eight separate neon signs, which are outlined 

in electrical tubing and superimposed over a full reproduction of the General 
Petroleum trademark in porcelain enamel. 


Schine Promotes Gilbert 


John P. Gilbert, former public 
relations director of Schine hotels 
in southern Florida, has been ap- 
pointed director of public rela- 
tions of all Schine properties. 
Prior to his association with Schine, 
Mr. Gilbert was general manager 
of M. H. Hackett Co., New York. 
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(Simpson-REILLY, LTD. | 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIPE BLDG. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 


15 MILLION 
NEGROES 


AUST EAT AND DRINK 


nd they have 10 billion dollars to 
xend! If you have food, drinks, cos- 
ietics, liquor or any other products 
) sell, the best way to reach the Ne- 
ro is through the Negro papers and 
lagazines he reads with interest and 
onfidence. Advertising in these pa- 
ers pays big dividends, for the Amer- 
2an Negro is the most loyal customer 
n the world. For full information of 
his great market, write today to 
nterstate United Newspapers, Inc., 545 
“ifth Ave., N. Y., serving America’s 
eading advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
Preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 
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¢ agree... 
on paper: 


“| asked my secretary why our letters 
look so much better lately. She said, 


‘Improved Hammermill Bond.’ “ 


““ ‘Any typing we do,’ she told me, ‘on this paper’s smooth, white 
surface stands out with new sparkle, looks cleaner and more impressive 


on improved Hammermill Bond.’ 


“I agree. And so will you. Try it. Your typists also will turn 
It takes quick, 


out cleaner, sharper finished work on this paper. 
clean erasures, too.” 


The coupon below will bring you samples of improved Hammermill Bond 
y of 


in white and fourteen pleasing colors. We'll include, if you wish, a cop 
“Your Next Letterhead,” the Hammermill idea-book, which you'll 
find useful in improving or redesigning your present letterhead. 


Companion papers for office use include Hammermill 


Mimeo-Bond and Hammermill Duplicator. 


> \ 
HAMMERM Ty 


GUILD 
or 
rustes/ 


For the name of a member of 
the Hammermill Guild of 
Printers, call Western Union 
by number and ask for 
“Operator 25.” 


} 


Hammermil! Paner Company. 


1459 East Lake Road, Erie, Pa. 


Please send me—FREE —a sample book of Hammermil! Bond. 
“Your Next Letterhead”’ 


(Check if you'd like a copy of [ 


| 

| 

| books of ( 
| Name 7 saint 
| 


Position. 


Hammermill Mimeo-Bond [() 


(Please attach to. or write on, your business letterhead) 


and sample 
Hammermill Duplicator.) 
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The most important magazine in a most important magazine field 


With a net paid A.B.C. average monthly circula- 
tion of 1,035,002 for the last half of 1948 — more 
than a million every month — Popular Mechanics 
topped its field...a rich, result-producing field 
with the most receptive male audience in the world. 


And Popular Mechanics is first in advertising 
linage, first in advertising revenue, first in volume 


To sell anything MEN buy... 


3 * * 


sy 


of editorial features, first in the field to publish 
internationally circulated foreign language editions. 


* * * 


@ It pays to put Popular Mechanics on your schedule. Your 
advertising gets more readers per thousand circulation in 
Popular Mechanics because our readers — having the “P.M. 
Mind" — read ads deliberately. 
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/ dwertising Age, May 9, 1949 


AFTER THE MEETING—Taking a breather after the annual meeting of the American 

Newspaper Advertising Network on April 24 at the Waldorf-Astoria are, left to 

right: Robert K. Drew, advertising director, Milwaukee Journal; J. W. Egan Jr., ton 

advertising director, Toledo Blade, and Edward D. Madden, executive vice-president, 
ANAN. 


Council. 


NEWSPAPER WEEK—The social side of the annual convention of the American Newspaper Publishers 
Association in New York gave the photographers a chance among the white ties. Top row (left): Maj.-Gen. 
Ju us Ochs Adler, general manager, New York Times, and Robert McLean, publisher of the Philadelphia 
Bulletin and president, Associated Press, caught in a spirited conversation. Center, Richard W. Slocum, 
Philadelphia Bulletin, and chairman of the board, Bureau of Advertising; William C. Gittinger, CBS; Harold 
Burnes, director, Bureau of Advertising, and William A. Butler, Holland Sentinel. Right: Thomas W. 
Dewart, New York Sun, talks to Mrs. Noble and Edward J. Noble, chairman of American Broadcasting 
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. HEARST—A gathering of Hearst promotion men at the Stork Club produced this picture: seated, |. to 
David C. Brandman, Los Angeles Examiner; Roy F. Walker, Los Angeles Herald-Express; V. H. Doushkess, 
earst Newspapers; A. R. Bird and E. A. Convery, Baltimore News-Post; Andrew H. Talbot Jr., Chicago 
2rald-American; Paul Titus, Hearst Advertising Service; Ernest Butt, Boston Record-American; Andrew 
arte j inal: j j Krueger 
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PHOTOGRAPHIC REVIEW 


LOCAL TIE-IN—This 18’ display at the 
corner of Ninth and Euclid, in Cleve- 
land, is typical of local tie-in promo- 
tions with the national campaign of the 

Institute-National Cot- 
Hubbell 
Agency, Cleveland, handles the account. 


Canvas Awning 


AHS 


HAPPY HUDDLE—Everybody is all smiles as John H. Caron, center, advertising 
director of Chrysler Division, representing Chrysler-Plymouth dealers, sions for a 
new 15-minute transcribed radio show, featuring Sammy Kaye. Interested onlookers 
(left to right): Al Scalpone, manager of radio production, McCann-Erickson; Mr. 
Kaye; Kay Callahan, account executive, and Lloyd Coulter, vice-president, McCann- 

Erickson. 


Advertising 


Co. Lower row, in picture at left are William G. Chandler, Scripps-Howard Newspapers; Thomas W. 
Walker, Sawyer-Ferguson-Walker Co., president of the American Association of Newspaper Representatives; 
H. C. Bernsten, manager, Pacific Coast division, Bureau of Advertising, and Harold V. Manzer, Worcester 
Telegram-Gazette, president, Newspaper Advertising Executives Association. Center: Edwin S. Friendly, 
New York Sun, new president of ANPA, receives the congratulations of Mrs. Friendly. Right: Sen. Margaret 
Chase Smith, Secretary of State Dean Acheson, Mrs. Oveta Culp Hobby of the Houston Post, and W. R. 
Hearst Jr., New York Journal-American, shown in conversation. 
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Hearst Newspapers; Harold Schneider, International News Service; Paul Jones, Hearst Advertising Service; 
Ted Guth, Pittsburgh Sun-Telegraph; Robert D. Levitt, Hearst Promotion Enterprises; Sumner Collins, New 
York Journal-American; Sidney Panzer and Duncan Miller, New York Mirror; James Mason, King Features; 
Stanley Lewis, The American Weekly; Louis J. Allemann II, Albany Times-Union, and Ted Clodius, New York 
Mirror. 
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Appoints Erwin, Wasey 


Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been named 
to handle the advertising of Joe 
Foss Aerial Spraying Service, 
Sioux Falls, S. D. 


Drops Land-O-Nod Account 


MacKenzie, Inc., Minneapolis 
agency, has resigned the account 
of Land-O-Nod Co., effective June 
1. 


"WHY WONDER AND WORRY? 
GURRELLE’S PRESS. CLIPPINGS 
GIVE YOU THE FACTS! 


ALL the clippings about you, 
your compony, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


et ee allele etlinmae Gems 


CBS Wins Six of 
Top Ten in Pulse 
5-City Radio List 


New YorK—Columbia Broad- 
casting System placed six of the 
top ten—including the first two— 
on Pulse’s radio audience report 
for March and April. Included in 
the sample were listeners in New 
York, Philadelphia, Boston, Chi- 
cago and Cincinnati. 


The favorites: 
PP & Bo LS 23.9 
Jack Benny (CBS), Lucky Strike .......21.8 

8 


Fibber & Molly (NBC), Johnson's Wax.19. 
Walter Winchell (ABC), 

EERE 19.1 
Bob Hope (NBC), BWA .n...cecccoscccsoseseee 18.2 
Godfrey's Talent Scouts (CBS), 

SEITE Tt covsctabtaieenstabaieerensasdiininaatigitinsittiomenens 17.9 
Amos 'n’ Andy (CBS), Lever Bros. ....16.8 
My Friend Irma (CBS), Pepsodent ........ 15.9 
Inner Sanctum (CBS), Bromo-Seltzer ..15.3 
Mr. D. A. (NBC), Bristol-Myers ............. 15.1 


The daytime leaders: 


Arthur Godfrey (CBS), Chesterfield 
National Biscuit, Gold Seal ................ 9. 
Grand Slam (CBS), Continental 
EEG A EA a PS 8. 
Rosemary (CBS), Ivory .......... 8 
Ma Perkins (CBS), Oxydol ................ callie 
Our Gal, Sunday (CBS), Anacin ..... 8 


Helen Trent (CBS), Whitehall ................ 7 
Breakfast Club (ABC), General Mills, 

i ea arccnasinitinsanilaniine 
Guiding Light (CBS), Duz ... aa 
Aunt Jenny (CBS), Spry ‘ 
Wendy Warren (CBS), General Foods ..7. 


The listeners’ choice for Sat- 


urday-Sunday daytime: 
The Shadow (MBS), Delaware, 
Lackawanna & Western Coal Co.....10.3 


Quick As a Flash (MBS), Helbros ........ 9.5 
True Detective (MBS), O’Henry ....... . 8.4 
House of Mystery (MBS), 

CO OS eee ee 74 


Grand Central Station (CBS), 

Pillsbury ...... Oe, 
Theater of Today (CBS), “Armstrong mee 
Stars Over Hollywood (CBS), 


FO FELLER 6.4 
Let’s Pretend (CBS), 

QQ (Go yyy 6.4 
Junior Miss (CBS), Lever Bros. ........... 6.4 


One Man’s Family (NBC), Standard 
Brands 


LISTS TV LEADERS 


New YorkK—More viewers in 
New York, Philadelphia, Chicago 
and Boston were tuned to Texaco’s 
Milton Berle show than any other 
telecast during the month of April, 
Pulse, Inc., reports. 

Four city favorites as listed: 


Milton Berle (Texaco), NBC ..........::00 67.6 
Godfrey’s Talent Scouts 
eS A ee 56.5 


Gillette Fights (NBC) 
Godfrey’s Friends (Chesterfield), 

ESE At ES AE Oe 53.0 
Broadway Revue (Admiral), DuMont 

II PIII oli crt cceeeaisgbatmmetpeemenaapiiinaeeinnnad 7 
Goldbergs (General Foods), CBS ........ 45.9 
Toast of the Town (Lincoln- 

Mercury), CBS 
Kraft Theater, NBC ............. 
Philco Playhouse, NBC 
pT Re ee 


Bothwell Adds One; Drops One 


United Aircraft Products, Inc., 
has named W. Earl Bothwell, Inc., 
New York, to direct the advertis- 
ing for Aire-Ware kitchen prod- 
ucts. The agency has resigned the 
account of Pennwood Numechron 
Clock Co., Pittsburgh. 


Barry Stephens, 
artists’ representative, 
represent Kling Studios 


cast... this makes 


iMustrators 


Ben Hur Baz 


Geoffrey Biggs 
John Cowan Bill 
George Englert 
Jaro Fabry 
Robert Fink 
John Floherty, Jr. 
Larry Kritcher 


New 


will now 


available the 


following New York artists to the 


George Mayers 
William Pachner 


Barbara Schwinn 
Euclid Shook 
Fredric Varady 
Mortimer Wilson 
Milton Wolsky 


York 


in the 


Chicago area through Kling’s... 


Randall 


began .. 


KLING STUDIOS 


. 


On the first of April the march 


. when this versatile and 


talented group formerly associated 
with Stephens Hall Biondi joined 
the staff of Kling Studios. . 


iustrators . . . 
Eddy Augustiny 
Bill Baker 
Reno Biondi 
Eddie Chan 
Paul Hamlin 


Broi Helgeson 
Bob Hilbert 
Mike Magine 


designers . 
John Temple 
Dean Wessel 


sales representatives .. . 


Bob Foster 
Jack Kapes 
Ray Shaffer 


fashion coordinators . . . 


Mildred Proctor 
Rita Gleason 


INC. 


601 North Fairbanks Court + Chicago 11 


Telephone + DElaware 7-0400 
Advertising Art « Photography 
Displays « Motion Pictures 


Television Films ¢ Slide Films 


photographers - Paul D’'Ome Studios 
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PICNIC TIME—Favorite picnic sandwiches of well known people feature this color 

page scheduled for a list of magazines this summer, starting with Life June 17. A 

half-page adaptation will appear during June and July in Hollands, Progressive 

Farmer, Southern Agriculturist and seven southern newspapers. The campaign is 
sponsored by fhe National Miller's Federation. 


M argot Mallary 


Wins Holmes Award 


Los ANGELES—Margot Mallary, 
advertising manager of Cole of 
California, has been selected out- 
standing advertising woman and 
awarded the Frances Holmes 
Achievement Award given each 
year by the Los Angeles Adver- 
tising Women. Mrs. Mallary was 
also awarded Lulas (feminine Os- 
cars) for her work in the best copy 
and best direct mail categgries. 

Another recipient of two Lulas 
was free lance artist Maxine Mc- 
Caffery, who copped the best out- 
door advertising and best media 
production categories with a cam- 
paign for Silverwood’s. 

Other winners were Pauline An- 
non, Haggarty’s, for best com- 


mercial art; Wanda Herndon, 
Downtown Business Men’s As- 
sociation, best publicity campaign; 
Joy Garrison Berghell, R. W. Web- 
ster Advertising, best complete 
campaign. 

Judges in the contest were Fred- 
rika Fox, Conde Nast Publications; 
William B. Ryan, Station KFT; A. 
W. Neally, Batten, Barton, Dur- 
stine & Osborn; Roy Smith, 
Greater Los Angeles Plans, Inc.; 
and Floyd Maxwell, Los Angeles 
Newspaper Publishers Association. 


Names Oritgies & Dillon 


Ernest H. Abernethy Publishing 
Co., Atlanta, has appointed Ortgies 
& Dillon, New York, as eastern 
representative for Southern Gar- 
ment Manufacturer, Southern Ma- 
chinery & Metals and Southern 
Pulp & Paper Manufacturer. 
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550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


comes in loud and clear in a larger arec 


than any other station in the U.S. A. 
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A lvertising Age, May 9, 1949 
“hackrey Plans 


New N. Y. Daily 
in Star’ Plant 


Ex-’Post’ Publisher 
And Wallace Backer 
Dominate ‘Compass’ 


New YorK—A brand new liberal 
newspaper, carrying advertising 
but not eagerly soliciting it, was 
in prospect for New York last 
week. 

The paper: The Compass. 

[he publisher: Theodore Olin 
Thackrey, onetime boss of the 
New York Post. Home News, until 
his wife and board of directors 
bade him resign. 

The angel: Anita McCormick 
Blaine, 83, of Chicago, daughter 
of Cyrus H. McCormick, founder of 
International Harvester Co., sec- 
ond cousin of Robert R. McCor- 
mick, publisher of the Chicago 
Tribune, and Illinois vice-chair- 
man of the Progressive Party in 
last year’s election. 


e Mr. Thackrey, who told re- 
porters he left the Post when he 
was given the choice of supporting 
the Atlantic Pact or resigning, told 
reporters he still believed in the 
“non-Communist left,” and _ al- 
though he sympathizes with the 
objectives of the Atlantic Pact, he 
still doesn’t think the pact is the 
right way to achieve the objectives. 

Mr. Thackrey supported Wallace 
in the last Presidential campaign, 
and Post readers were able to read 
conflicting editorials on alternate 
nights, as Dorothy Schiff Thackrey 
argued the case for Dewey. The 
Thackreys were then co-publishers 
and editors. The publisher of the 
embryonic Compass said last week 
he did not regret supporting Wal- 
lace and “if I had it to do over 
again, I would do the same thing.” 


s The new owners have bought 
the mechanical equipment of the 
defunct New York Star, and signed 
a ten-year lease on the Star prem- 
ises at 164 Duane St. This was the 
same building which housed PM, 
during its experimental lifetime. 

Mr. Thackrey said Mrs. Blaine 
had bought all the preferred stock, 
without voting rights, while he 
owned 51% of the common stock. 
He and Mrs. Blaine are the only 
stockholders, he said. 

Mr. Thackrey told an AA re- 
porter that, while he had arrived 
at advertising rates and an initial 


print order, their disclosure would | 


be premature. He said _ several 
ff members had been appointed, 
bt declined to name them. 


® The Compass will appear May 


1 


and Mr. Thackrey was busy 
‘mbling a staff. He insisted 


LEE H. LASHER, VICE PRESIDENT 
DOl WASHINGTON BLVD., CHICAGO 7 


the new paper will not be “a suc- 
cessor to anything—a completely 
new newspaper,” but it will be a 
tabloid, as were the Star and PM. 

The new publisher told reporters 
he paid cash for the machinery and 
lease on the building, but he did 
not disclose the purchase price. 
Mrs. Blaine is a leading philan- 
thropist, having financed the Fran- 
cis Parker School in Chicago for 
34 years. Recently she gave $2,- 
000,000 to the University of Chi- 
cago for a school of education, and 
last fall gave $1,000,000 to estab- 
lish a Foundation for World Gov- 
ernment. 


= Because of the connection be- 
tween this foundation, which Mrs. 
Blaine said had a_ philosophy 
shared by Mr. Wallace, and the 
Wallace movement, United World 
Federalists subsequently said it 
would not accept any grants from 
the foundation. 

Heavy-set, pale Ted Thackrey 
has packed a lifetime of color into 


his 47 years. Born in Kansas City, 
he worked with the Kansas City 
Star, Topeka Daily Capital and 
Daily Oklahoman, with previous 
time out for service in the machine 
gun corps of the Canadian Army 
in World War I, and as a second 
lieutenant in the RAF. At the 
considerable age of 25 he was the 
editor of the Cleveland Press, at 
27 he was an associate editor of 
the New York World Telegram, 
and at 28 he was editor of the 
Buffalo Times. 

From 1929 to 1935 he was pub- 
lisher of the Shanghai Evening 
Post, “East,” and Ta Mei Wen Pao, 
a Chinese daily, and was high on 
the Japanese black list. By 1936 
he was on the New York Post as 
foreign editor; in 1943, he and 
Dorothy Schiff Backer (who had 
bought the Post from J. David 
Stern in 1937) were married. 

AA learned late last week that 
Maxwell Z. Stein, former advertis- 
ing manager of the defunct Star, 
would function in that capacity for 
the Thackrey paper. 


Chrysler-Plymouth Dealers 
Back Sammy Kaye Program 


“Sammy Kaye’s Showroom” will 
bow May 16 over 260 stations 
under the sponsorship of 915 
Chrysler-Plymouth dealers. The} 
15-minute transcribed show will | 
be heard three nights weekly and| 
will replace “The Animal World” 
and “The American Way,” 5- 
minute, five-a-week programs 
which the dealers have been car- 
rying. 

The new Kaye program will be 
handled through McCann-Erick- 
son. 


‘Garrison's’ Names Glatter 

Stanley Glatter, who joined 
Garrison’s Magazine, New York, 
four years ago, has been appointed 
advertising manager, succeeding 
James H. Gardner, who has re- 
signed. 


To Dozier-Graham-Eastman 
Fluor Corp., Los Angeles, has 
appointed Dozier-Graham-East- 
man Advertising, Los Angeles, to 
handle its advertising. The com- 


pany is engaged in engineering and 


construction for the petroleum, 
chemical and power industries and 
will use business papers in these 
fields. 


How to Save $$$ On 
ADDRESSOGRAPH_| 


€ We make and maintain 
your plates, and run your 
mailings on our equipment— 
saving you thousands of dol- 
lars in equipment costs and 
labor. (Name plates and 
frames remain your prop- 
erty). 


Fast Serultee and reo- 


sonable prices on jobs of all sizes, 
up to 50M and more. 


-. £Ppeciaa 
ADDRESSING SERVICE 
333 W. Lake St., Chicago 6, DE 2-4635 


The Chi 


re down... 


LIVE STOCK offer 


THE C 


1107 BURK BURNETT BLDG. 
FORT WORTH, TEXAS 


Space rates on request 
or refer to 
Standard Rate & Data 


WESTER 


1832 CURTIS STREET 
DENVER, COLORADO 


We say: 


wood... 
ness buyers.) 


erage interest. (You 


And certainly it’s 


When you lay your space schedule “cards” on the 
table, you can depend on these two Western Aces 
for complete coverage of the rich ranch market in 
Ranchland. And if you sell in this vast 14-state area, 
you'll certainly want to reach ranchmen, too. Yes, 
above all, you'll want to reach ranchmen, because 
ranchmen are the big operators in the big business 
of this entire area. THE CATTLEMAN and WESTERN 


you a way to reach this high in- 


come group economically, effectively and logically. 


ECONOMICALLY because with only two space or- 
ders you COVER the ranch market . . . you reach 
the top hands in the ranching business (no dead- 
an extremely high per cent of active busi- 


EFFECTIVELY because our readers are alert for new 
ideas from these publications vital to the livestock 
industry. This means they read with more than av- 


r ad will be seen and read.) 


LOGICALLY because ranchmen themselves have al- 
ready established the intra-industry advertising pat- 
tern by 3,429 pages of their own advertising (61.5% 
of the total linage) in these two publications in the 
past three years. (When in Rome, do as Romans do.) 


logical to use space that gets 


MUCH MORE than average attention from a group 
with MUCH MORE than average purchasing power. 


4 
- 


“*Ranchland is a big area by necessity. 


Ranching requires lots of grass—lots of 
grass means lots of land—it's a “fur 
piece” from one ranch headquarters to 
another. Therefore, the ranch market is 
widely spread throughout the 14-state 
area. Localized circulations do not reach 
it. For economical, effective and logical 
coverage of this lucrative market, place 
your sales message in THE CATTLEMAN 
and WESTERN LIVE STOCK .. . publi- 
cations edited specifically for ranchmen, 
bought by ranchmen and read by ranch- 


men, 
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Mr. & Mrs. America 
Put Walter Winchell 
First on Star List 


New YorK—Walter Winchell was 
America’s most popular radio at- 
traction during the past six 
months, according to C. E. Hooper, 
Inc.’s third annual “Hooperade” of 
stars. 

Kaiser-Frazer’s commentator on 
ABC led entertainers in all cate- 
gories with a November '48-April 
’49 program Hooperating average 
of 25.7. Last year, Fibber McGee & 
Molly, NBC, was the public’s No. 
1 choice. 

This year’s and last year’s lead- 
ers—in order—by classifications: 

Plays—Lux Radio Theater, 
25.1; Lux Theater, 25.2. 

Variety—Jack Benny (Lucky 
Strike), NBC and CBS, 24.4; Fib- 
ber & Molly (Johnson’s wax), 
NBC, 27.0. 

Evening dramatic skit—My 
Friend Irma (Pepsodent), CBS, 


At Nordic Hills 
} Country Club, starting /) 


, 
at 8:00 a.m. sharp! ) 
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19.9; Amos ’n’ Andy (Lever Bros.), 
NBC, 23.0. 

Audience participation—Stop the 
Music (Old Gold, Speidel, Ever- 


sharp, Smith Bros.), ABC, 17.9; 
Truth or Consequences (P&G), 
NBC, 22.3. 

ws Mystery—Mr. D. A. (Bristol- 
Myers), NBC, 16.8; Mr. D. A,, 
19.3. 


Male singer—Bing Crosby (Phil- 
co), ABC, 14.3; Al Jolson (Kraft), 
NBC, 19.0. 

Evening popular music—Hit Pa- 
rade (Lucky Strike), NBC, 13.4; 
Hit Parade, 15.9. 

Female singer—Margaret Whit- 
ing (Campbell Soup), CBS, 10.1; 
Jo Stafford (Chesterfield), NBC, 
9.7. 

News reporter—Edward R. 
Murrow (Campbell Soup), CBS, 
8.5; Johns-Manville News, CBS, 
11.3. 

Concert music—Telephone Hour 
(Bell), NBC, 7.2; Voice of Fire- 
stone, NBC, 8.6. 


s Children’s program—Lone Ran- 
ger (General Mills), ABC,. 10.8; 
Lone Ranger, 10.7. 

Weekday serial—Ma Perkins 
(Oxydol), CBS, 8.5; Our Gal, Sun- 
day (Anacin), CBS, 7.9. 

Daytime dramatic skit—Grand 
Central Station (Pillsbury), CBS, 
8.1; One Man’s Family (Standard 
Brands), NBC, 8.5. 

Weekday variety—Arthur God- 
frey (Chesterfield, National Bis- 
cuit, Gold Seal), CBS, 7.8; God- 
frey, 6.9. 

Sporis—Bill Stern (Colgate), 
NBC, 7.8; boxing bout. 

Daytime audience participation 
—Grand Slam (Continental Bak- 
ing), CBS, 7.0; new classification, 
no 1948 leader listed. 


LUX THEATER TOPS 
HOOPER’S LATEST LIST 

New YorK—“Lux Radio Thea- 
ter” (CBS), with 21.9, pushed Kai- 
ser-Frazer’s Walter Winchell 
(ABC) out of the top Hooperating 
spot on the April 30th report. 

CBS placed eight on the first 
fifteen; NBC took six and ABC 
two. 


The list: 
Lux Radio Theater (CBS) ..................... 
Walter Winchell (ABC), 


I i. caccsennnnesononinl 19.8 
Fibber & Molly (NBC), 
UIIIIIITUR TIIIIIL i insseencidsininstnsevenysonioonieetieitt 19.8 


My Friend Irma (CBS), Pepsodent ...... 19.4 
Godfrey’s Talent Scouts (CBS), 


ig | RRR 18.5 
Jack Benny (CBS), Lucky Strike ........ 16.0 
Crime Photographer (CBS), Toni .......... 15.6 
Bob Hope (NBC), Swan ..........ccccccseecseereees 15.2 
People Are Funny (NBC), Raleighs ....14.6 
Suspense (CBS), Auto-Lite ................ 14.0 


- MEMBERS | 


+ 


"NEW YORK STOCK EXCHANGE | 


NEW YORK CURB EXCHANGE(ASSOC) | 


NEVER UNDERESTIMATE—This window was displayed by Richard E. Kohn & Co., 
Newark broker, and is part of Kohn’s campaign to interest women in stock invest- 
ments. This is one of a series, planned to develop the idea that stock is more than 
° “pieces of paper,” and represents actual participation in the enterprises. 


Stop the Music (ABC), Old Gold, 
Se ‘ 
Mystery Theater (CBS), Sterling .......... 13.8 
Inner Sanctum (CBS), Bromo-Seltzer ..13.7 
Truth or Consequences (NBC), P&G ....13.7 
Duffy’s Tavern (NBC), Bristol-Myers ..13.7 
Mr. D. A. (NBC), Bristol-Myers ounce 13.7 
Average evening sets-in-use of 
29.6 is down 1.8 from last report, 
up 0.1 from a- year ago. Average 
rating is 8.7, down 0.8 from last 


report and 1.0 from a year ago. 


Appoints Hannigan 

Harold J. Hannigan, formerly 
with Lyons Associates, publishers’ 
representative, has been appointed 
midwest manager of Heating Pub- 
lishers, Inc., making his headquar- 
ters in Chicago. He will represent 
Fueloil & Oil Heat, Fueloil & Oil 
Heat Industry Directory & Buyers’ 
Guide and Beacon Boiler Refer- 
ence Book. 


Cribben & Sexton Adds Two 


Cribben & Sexton, Chicago, man- 
ufacturer of Universal gas ranges, 
has established a marketing re- 
search department, with James 
Doyle, formerly market research 
analyst of Armour & Co., in charge. 
Bernard Kewin, formerly with 
Servel, Inc., has been named as- 
sistant advertising manager of the 
company. 


Conrac Buys Peyton 


Conrac, Inc., New York and 
Hollywood, manufacturer and dis- 
tributor of electronic equipment, 
has purchased Peyton Television 
Co., Glendora, Cal. 


1133 EAST KIBBY STREET 


Lt 8 ; oe 14.6%** 


ADVERTISING IS 5 TIMES AS EFFECTIVE 
WHEN YOU USE 


SIGNS 


Certified 999/1000 perfect over a period of 
years. Used by America's leading merchandisers. 


Arthraft' SIGN COMPANY 
Division of Anttraf~t *Manvtacturing Corporation 
LIMA, OHIO, U.S.A. 


[) Please send, without obligation, details on Artkraft* signs and instructions 
on how to set up a successful dealer sign program. 


*Trodemark Reg. U. S. Pat. Off. 


[] We are interested in a quantity of ovtd dealer neon signs. SIGNS* 
(1) We are interested in a quantity of Porcel-M-Bos'd store front signs. OF 
NE: on an ln eathcas hacesa bus aien bat CINE Peres LONG 
LIFE 
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QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
**Proved by actual audited research 


i39|‘Crusade in Europe’ 


Prevued for Admen; 
On 32 TV Stations 


New YorK—Executives of Life 
and Time last week played host 
to advertising men in all cities 
where the two publications have 
offices to show them previews of 
“Crusade in Europe,” the 26-epi- 
sode TV series based on General 
Eisenhower’s book which was 
launched on all American Broad- 
casting Co. TV stations this week. 

The dramatic documentary was 
produced for 20th Century-Fox by 
the March of Time, and TV rights 
were purchased by ABC. Pre- 
viewing the films, Time, Inc., exec- 
utives decided they wanted to 
sponsor it themselves. 

The 26 programs, each 30 min- 
utes in length, will be shown on 
32 TV stations connected with 
ABC, comprising what is said to 
be the largest TV network yet put 
together. 

Two or three of the episodes 
were shown to a total of perhaps 
4,000 or 5,000 advertising men and 
women last week, and additional 
showings are planned. 


French Promotes Beverage 


French Bottling Works, Long 
Island City, is launching a cam- 
paign in the New York Post and 
Newark News to introduce Holly- 
wood beverages in no-deposit, 
non-returnable bottles. The 800- 
line ads advertise the club soda, 
creme soda, raspberry, ginger ale 
and orange. Adair & Director, New 
York, is the agency. 


Advertising Age, May 9, 19-9 


$1,000,000 Budget 
Likely for Group’s 
Redmanized Label 


PHILADELPHIA—A substantial n \- 
tional advertising campaign will 
launched in the fall for the first 
time by the Underwear Institu‘e 
to help promote its  register:d 
“Redmanized” trademark. 

The trademark is named after a 
comparatively new shrink-contr)| 
process developed by Frank Re:- 
man under the auspices of the U)- 
derwear Institute and its membe:s. 
The actual advertising campaivn 
will be financed by the Redman 
Trust. 

The campaign will be placed in 
both trade and consumer publica- 
tions in an effort to inform the 
consumer of the meaning of “Red- 
manized.” . 

Roy A. Cheney, president of the 
institute, which held its annua! 
convention here on April 29, said 
advertising funds will be allocated 
‘rom income to the Redman Trust. 
Part of the income will be set 
iside for promotion and part for 
further research. No specific fig- 
ures have been set as yet, but it 
was estimated that the annual in- 
come from licensees using the 
process will be about $1,000,000 a 
year. 


New York Retailer 
Offers TV Trade-in 


Monarch-Saphin Co., New York, 
last week offered to grant trade-in 
allowances on used television seis 
to new set purchasers. Albert 
Saphin, president of the chain of 
retail stores, said the used re- 
ceivers will be reconditioned and 
sold for about $125 to $150. 

He said his firm is the first re- 
tailer to set up a formal policy for 
trade-ins and resale of recon- 
ditioned sets. Mr. Saphin hopes the 
new policy will aid low income 
groups who otherwise might not 
be able to afford TV. 


WKRT Appoints Two 

William J. Hall has been named 
station manager of WKRT, Cort- 
land, N. Y. He has been assistant 
manager of the station for eight 
months. Thomas L. Riley has been 
appointed commercial manager of 
the station. He formerly was a 
WKRT account executive. 


Hamilton Names Steele 

Daniel H. Steele, formerly mer- 
chandising director of Erwin, 
Wasey & Co., Chicago, has been 
named vice-president in charge of 
merchandising of Hamilton Adver- 
tising Agency, Chicago. 


McCarthy Agency Moves 

R. E. McCarthy Advertising 
Tampa, Fla., has moved its office: 
to 206 S. Franklin. 


FREE! sretc'a-soy7 


With res Planography, printing costs are greatly reduced 
because you share press and plate charges with other 
customers. Hi-quality black and white work on standard 
white paper Wide and striking layout possibilities. But 
see the RCS Black and White Kit for profitable ideas 


’ res rapid copy service, inc. 
ba 4. 123 North Wacker Drive, Chicago 6, Ill. 2 


CAN USE 
LOW-COST 
PLANOGRAPHY 


(Black and White 
Offset Printing) 


Get our FREE idea-sparking 
kit of samples of actual work 
done by inexpensive plano- 


graphy. Wide range of uses. 
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May 10-12. International Coun- 
of Industrial Editors, eighth 
jual convention, King Edward 
tel, Toronto. 

Vay 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 10-13. Lithographers Na- 
tional Association, 44th annual 
convention, Mission Inn, Riverside, 
Cal. 

May 14-17. National Association 
of Transportation Advertising, an- 
nual meeting, The Broadmoor, 
Colorado Springs, Colo. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 19-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Royal 
Connaught Hotel, Hamilton, Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, sum- 
mer meeting, Hotel Roosevelt, New 
Orleans. 

June 26-30. Advertising Asso- 
ciation of the West, 46th annual 
convention, Hotel Vancouver, Van- 
couver, B. C. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
te!|, Chicago. 

Oct. 20-21. Audit Bureau of 
C\rculations, annual meeting, 
Drake Hotel, Chicago. 


K°YR Moves to Radio Center 


Station KFYR, Bismarck, N. D., 

\.S moved into its new $400,000 
dio Center in Bismarck. The 
»-story Radio Center contains 
ir studios, including an audi- 
ium which seats 110. In addi- 
1, a news room, a recording 
m and an audition room have 
‘n constructed for broadcast, 
ing the station a total of seven 
dios. 
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BLAUTHINGS 


covers the 


° ONLY ABC Toy Publication! 
® 46 Years... the OLDEST! 
® Carries MORE ADVERTISING 


McCREADY PUBLISHING GO, 


S 71 West 23rd St. - New York 10. N.Y. 


Universal Aids Council 
with 25,000,000 Covers 


Universal Match Corp., St. Louis, 
will offer to advertisers in June 
matchbook covers prepared in co- 
operation with the Advertising 
Council’s American Economic Sys- 
tem campaign. The covers will 
feature the slogan, “The better we 
produce, the better we live” and 
will offer “The Miracle of Amer- 
ica” booklet on an inside coupon 
to be addressed to the sponsor- 
ing advertiser. 

Initial circulation will total 25,- 
000,000 by August. Universal 
Match Corp. has prepared a pro- 
motion brochure explaining the 
council campaign to prospective 
sponsors. 


CBS Promotes Maulsby 


Gerald F. Maulsby has been 
named manager of broadcasts of 
Columbia Broadcasting System, 
New York. He has been assistant 
director of public affairs at CBS 


American Network's 
Billings, Ratings 
Make Steady Gains 


New YorK—Gross billings of 
American Broadcasting Co. for the 
first quarter of 1949 hit a new 
alltime high of $12,133,005. Pre- 
vious record for the corresponding 
period was last year’s $11,857,464. 

During the first three months 
of this year, ABC has signed firm 
orders for new network AM busi- 
ness amounting to $570,402 and 
television sales of $784,685. 

There was no indication 
whether American’s net for the 
year is running higher or lower 
than last year. However, at a re- 
cent stockholders’ meeting, Edward 
J. Noble, board chairman, said 
shareholders shouldn’t hope for 
dividends during the next couple 
of years because of the network’s 


heavy investment in television. 
Vice-President Fred Thrower’s 
report on sales also points out that 
ABC’s Hooperatings for the first 
quarter of 1949 gained 68% over 
the first three months in 1946, and 
its Nielsen score for January and 
February was up 39% over 1946. 


NAAN Schedules Meeting 


The 18th annual national con- 
ference of the National Advertis- 
ing Agency Network will be held 
June 19-24 at the Northernaire 
Hotel, Three Lakes, Wis. Herbert 
Peck, president of Hazard Adver- 
tising Co., New York, is chairman 
of the conference. 


Names Chambers & Wiswell 


Chambers & Wiswell, Boston, 
has been named to handle the 
spring campaign of the Boston 
Mutual Life Insurance Co. News- 
papers will be used in Massachu- 
setts, Rhode Island, Maine and 
| New Hampshire. 


Practical Builder + 


This Campaign Will 
Sell Homes in 1949! 


‘A HOME OF YOUR OWN 


Manufacturers: Write for details on how you can 
tie in with this campaign for more sales in 1949. 


Building Supply News 
5 South Wabash Ave., Chicago 3, lil, 


for the past year. 


. is for apples 
which put Wenatchee on the map. And if you want to 
polish apples with folks in this $45 million Wenatchee 
industry get your program on ABC...92% of all radio 
families there tune in ABC regularly. Yes, and the ABC 
Hooper index in Wenatchee was 90.5% at last reading. 


..is for cows, which turn the 
green grass of Sonoma County, California, into oceans 
of milk and 97 million dollars. If you want to skim the 
cream off this strictly grade “A” market, remember that 
ABC is listened to regularly by 85% of the radio families 
in this rich dairy region. 


ADB 


PACIFIC NETWORK 


New York: 30 Rockefeller Plaza « CIrcle 7-5700—Detrorr: 1700 Stroh Bldg. - 
DElaware 1900—Los ANGELEs: 6363 Sunset Blvd. - 


.is for Bremerton and its $61 
million boat-building ee For clear sale-ing in this 
Washington shipbuilding center, anchor your advertis- 
ing to ABC... 86% of Bremerton’s radio families listen 
regularly to our shows. ABC delivers virtually all the 
Coast market, inside, outside and all around the town. 


On the coast you cant get away from 


ABC 


FULL COVERAGE, ,. ABC’s improved facilities have 
boosted its coverage to 95.4% of ALL Pacific Coast radio 
families (representing 95% of coast retail sales) in coun- 
ties where BMB penetration is 50% or better. 


IMPROVED FACILITIES... ABC, the Coast’s Most Pow- 
erful Network, now delivers 227,750 watts of power— 
54,250 more than the next most powerful network. This 
includes FouR 50,000 watters, twice as many as any 
other coast network...a 31% increase in facilities during 
the past year. 


GREATER FLEXIBILITY...You can focus your sales 
impact better on ABC Pacific. Buy as few as 5 stations, 
or as many as 2]—all strategically located. 


LOWER COST... ABC brings you all this at a cost per 
thousand radio families as low as or lower than any other 
Pacific Network. No wonder we say—whether you're on e 
a Coast network or intend to be, talk to ABC. ; e 


THE TREND TO ABC...The Richfield Reporter, oldest & 
newscast on the Pacific Coast, moves to ABC after 17 * 3 
years on another network, and so does Greyhound’s oa 
Sunday Coast show—after 13 years on another network. 


CHerry 8321—Cuicaco: 20 N. Wacker Dr. 


HUdson 2-3141—San Francisco: 155 Montgomery St. - EXbrook 2-6544 
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Canada Cycle Plans Drives 


Canada Cycle & Motor Co., Wes- 
ton, Ont., has plans for two spring 
campaigns during the bicycle sell- 
ing season. Seven hundred line 
copy in daily and weekly news- 
papers from coast-to-coast, in- 
cluding Newfoundland, will stress 
the new C.C.M. features. The 
other campaign with smaller space 
in Canadian farm papers has been 
designed to reach the rural mar- 
ket. James Fisher Co., Toronto, 
is the agency. 


Resign Storadio Posts 


Milton S. Wolken, and Ernest 
P. Baldwin, resident managers of 
Storadio Advertising Co. in Chi- 
cago and New York, respectively, 
have resigned. 


ADS PULL 


with eye-catching mats or 
photos. Used by biggest 
advertisers. 100 new sub- 
jects monthly to drama- 
tize every advertising and 
sales promotion job. Write 
for FREE proofs No. 208. 
EVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


York Calls Media 
Sales Inefficient, 
Asks for More Data 


Cuicaco—Wilford York, exec- 
utive vice-president of the Hoff- 
man & York agency, Milwaukee, 
last week told publication repre- 
sentatives at the Chicago Dotted 
Line Club meeting that some of 
the best postwar media selling 
is only reaching a 10% level of 
efficiency. 

After prefacing his remarks with 
a statement that he respected me- 
dia selling and media salesmen, he 
charged that the return of the buy- 
ers’ market has brought a return 
of “all the outworn sales tricks 
in the book.” 

Specifically, he cited the return 
of the secret survey, two-faced 
selling, young salesmen “who have 
had a bum steer from their own 
organization,” and “the fire de- 
partment technique” of rushing in 
with hip boots, helmets and fire 


What'll I do? 


Dear Anxious: 


itinerary. 


STUMPED! 


She says she'll marry me but refuses to leave town to go on honey- 
moon. Says she won't risk missing her favorite KXOK programs. 


No reason why your bride should miss ANYTHING on her honey- 
moon. Go on your honeymoon anywhere from west-central Missouri 
to Indiana, from Iowa to Arkansas. 
reach her any hour of the day or night, even into Tennessee and 
Kentucky. Any John Blair representative will gladly help set your 


Anxious 


KXOK’s powerful signal can 


KXOK, St. Louis 


630 on your dial 


i 
—_ 


hoses at the last minute to prevent 
a change on the schedule as in- 
stances of sales inefficiency. 

“I didn’t think I’d ever have to 
stand before a group of publica- 
tion representatives and plead for 
facts in any form,” he told the 
club. “In prewar days, a pub- 
lisher didn’t dare send salesmen 
out without the latest sales story.” 


a “The time to do a media sell- 
ing job is always now,” he said, 
“especially with an agency.’”’ When 
schedule-making time comes 
around, it is usually too late, he 
added. Mr. York expressed amaze- 
ment that so many publications 
prefer to use the “fire department 
technique” rather than put up 
lightening rods, and charged that 
many media sales forces are un- 
dermanned. 

“If you doubt that sales de- 
partments are understaffed, com- 
pare the number of accounts per 
man with the number of accoun‘s 
each salesman was expected to 
contact before the war. Any 7om- 
pany which fails to have an ade- 
quate sales force is risking its 
neck.” 

He asserted that “no schedule is 
sacred today,” and “many well- 
known publications have been cut 
from recent lists.”” He blamed lack 
of additional information and too 
few calls for many of the changes 
that have been made. 

In addition, Mr. York charged 
that too many salesmen fail to 
identify themselves and their pub- 
lications at every opportunity. He 
said that in many cases company 
comptrollers are telling top man- 
agement what per cent of sales 
to spend on advertising, and that 
publishers expect their salesmen 
to be bookkeepers and expediters. 

“Let’s shake ourselves loose from 
this postwar hangover,” he con- 


cluded. “We need to get back to 
selling advertising with new 
themes.” 


DuMont's Small Fry Club 
Has 100,000 Members 


The “Small Fry Club,” DuMont 
Television Network’s most popular 
children’s program, will welcome 
its 100,000th member with a gala 
jamboree on May 9. Twelve-year- 
old Michael Gallagher of Stam- 
ford, Conn., will receive his mem- 
bership card from the _ club’s 
originator, Bob Emery, during the 
telecast. 

General Foods and _ Kolynos 
sponsor this program, which origi- 
nates from DuMont’s New York 


station, WABD. 


TRENTON, The Capital of N. ail 


wae te ed 
one of the most important industrial centers of the Eastern Seaboard, lying ~ 
te Selereen Heer Sf milion om Mow, York Chg at SF ilies ram 


Philadelphia. — 


gies “TRENTON is served by tidewater shipping facilities, two great rail 
road systems and the heaviest travelled motor highways in the world. 


ss « 60 «oof the greatest National Products :k now served by THE 
R. C. MAXWELL CO's OUTDOOR ADVERTISING PLANT — 24 SHEET 


POSTERS — PAINTED WALLS — BULLETINS — SPECTACULAR ELECTRIC 


—— Main _ i 


725 EAST STATE ST., TRENTON, N. J. — 


Theodore C. Streibert, president of WOR, New York, is vacationin; 
in Bermuda. . . Frank M. Russell, vice-president in charge of the Wash 
ington office of the National Broadcasting Co., is observing his 20th yea: 
with the network. . . Eugene H. Barling of United Advertising Corp 


Newark, N. J., has been named chairman of a committee to judge poster: 
in a safety contest sponsored by the Newark Board of Education. . . 

Jacques Denove, account executive and assistant to President Ben 
Duffy of Batten, Barton, Durstine & Osborn, New York, is the prouc 
father of a son, Thomas Fairleigh, born on April 21. Mrs. Denove i 
the former Ann Fairleigh who starred in the successful Broadway show 
“Kiss the Boys Goodbye”... 


The San Diego Unio 
ad department’s vet 
eran, Mark R. Plaisted 
who will be 82 on July 
12, retired on April i5 
and was guest of hono: 
that night at a party 
attended by fellow 
workers. He joined the 
Union in 1887, worked, 
later, on several other 
California papers; one 
in Goldfield, Nev.; IIli- 
nois State Journal, 
Springfield, and _ the 
Milwaukee Sentinel. 
He rejoined the San 
Diego Union 22 years 
ago... 

Henry H. Haupt, v.p. 
of the Chicago office of 
BBDO, is the new 
chairman of the joint 


RED FEATHER AWARD—The national Red Feather 
award for distinguished service to the nation’s 1,259 
community chests is presented to H. J. Heinz II, right, 
president of H. J. Heinz Co., Pittsburgh, at the annual 
meeting of Community Chests and Councils of Am- 
erica held in New York. The award is presented by E. 
A. Roberts, left, president, Fidelity Life Insurance Co., 
who received the award in 1948. 


mittee of the Chicago 
Community Fund and 
Welfare Council. He 
succeeds Fairfax M. 
Cone, chairman of 
Foote, Cone & Belding, 
who now heads the 
Community Fund’s newly created year-around campaign planning 
board. . . 

Any art services of advertising agencies which have a softball team 
organized and want some competition should contact Art Monaco, 
contact man at Kent Studios, New York, whose team is anxious for 
a good game or two... 

S. R. Barkin, merchandising supervisor in the Chicago office of Pills- 
bury Mills, has taken a three weeks’ vacation to fly to Paris and visit 
the French family he started writing to, and aiding with food and gift 
packages, after he read a Parade article in April, 1947, about the postwar 
privations of the couple and their two small children. . . 


oa 
‘* 


HONORS 100th BIRTHDAY—Bernard H. Ridder, right, president of the St. Pau! 
Pioneer Press, receives a plaque from Arthur Lampland, retiring president of the St 
Paul Association of Commerce, “in grateful recognitian of a century of meritoriou 
service to St. Paul and the Northwest by Minnesota’s oldest newspaper.’ The ass 
ciation sponsored a special program for the newspaper on its 100th birthday. 


June mergers will include Martha Gaston of KFOX, Long Beach, Cal.. 
and Charles Bigelow of Facts Consolidated, Los Angeles, who will be 
married on the Ist. .. Andrew B. Turnbull, gen’| manager of the Green 
Bay Press-Gazette and publisher of the Post-Crescent, Appleton, Wis.. 
was married in Los Angeles to Jessie Marie Whelan. Witnesses in- 
cluded Curly Lambeau, coach of the Green Bay Packers. . . 

The engagement of Lester Strong of Henry A. Loudon Advertising, 
Boston, to Dorothy Bakewell of Sewickley, Pa., was announced April 17. 
.. J. Widman Bertch, of the Detroit office of N. W. Ayer, was married 
April 14 to Mrs. Mildred McKinley Storrs of Grand Rapids. . . Rita 
De Vanna, New York office mgr. of Advertising Publications, Inc., was 
married May 7 to Vincent J. Tanzilli, a draftsman in the New York 
City Planning Commission, at St. Theresa’s Church, Bronx. They will 
honeymoon in Canada. . . 

John S. Knight, publisher of the Knight newspapers (Chicago, De- 
troit, Akron and Miami), and Alfonso Johnson, executive secretary and 
treasurer of the Southwestern Association of Advertising Agencies, 
Dallas, we-e two of three individuals who received the University of 
Missouri Honor Award for distinguished service in journalism on 
May 6... 

Lowe Runkle, head of Lowe Runkle Advertising Agency, Oklahoma 
City, was initiated as an honorary professional) member of Alpha Delta 
Sigma, professional advertising fraternity, at the University of Okla- 
hoina chapter in Norman. . , 
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Along the Media Path 


e ‘he Peoria Journal Star re- 
ce: tly started its first trade aid 
bu letin since the prewar days of 
19-1, with a monthly publication 
calied “AcSellerator.” The bulletin, 
feo uring details of national ad- 
vel tising campaigns appearing in 
the newspaper, is being sent to 
grocers, druggists and liquor li- 
censees, as well as all territory 
men in the Peoria area. 


e The Ladies’ Home Journal has 
switched its promotional campaign 
almost entirely from metropoli- 
tan newspapers, for the remainder 
of 1949, in favor of a series of 12 
insertions in a sister Curtis publi- 
cation, The Saturday Evening 
Post. The Journal’s budget for 
consumer promotion has_ been 
hiked from about 20% in 1948 to 
50% of the over-all schedule this 
year, and this new tack in ad- 
vertising also will replace part of 
the Journal’s direct mail schedule. 

The Post series will continue 
a sales policy adopted by the 
Journal in its brochures, empha- 
sizing that “things happen when 
the Journal comes out.” 

The Journal plans to continue 
its long-time series of ‘Never 
Underestimate the Power of a 
Woman” cartoon-type ads in The 
New Yorker, advertising publica- 
tions and business weeklies; and 
its four-year-old series of “Store 
Traffic” ads, pointing out results 
of surveys in 27 different cate- 
gories, in business papers serving 
wholesalers and retailers. 


e Time has launched a series of 
six advertisements in 50 college 
newspapers across the country em- 
phasizing to this year’s graduates 
that the “Time habit” is a good 
one to carry out of college into the 
business or professional world. 
Third ad in the series features 
Marion Harper Jr., 32-year-old 
president of McCann-Erickson. 
Each ad lists the names of Time’s 
subscription representatives at 
each college or university where 
the ad appears. 


e The Corpus Christi Caller-Times 
has permanently recorded the 
visit of Associated Press directors 
to the Texas city last January in 
a brochure containing interviews 
with the newspaper executives 
and pointing out proudly that it 
Was no accident when the AP 
management picked Corpus Christi 
for its third meeting in 100 years 
outside New York City. 


e it’s likely that the “Leaders in 
the Food Field’ week sponsored 
b Winston & Newell Co., food 
w olesaler serving 177 Super Valu 
sires in Minnesota, Wisconsin, 
lo va and the Dakotas, will be- 
c’ 1e an annual event in featuring 
a ‘ertised brands. The Minneapo- 
‘is Sunday Tribune of April 10 
ried a 14-page section to launch 
retail drive, which played up 
rly 150 regional and national 


food brands. Leading manufac- 
turers inserted more than 16,000 
lines of national advertising copy 
in the section, in addition to more 
than 13,000 lines used by Winston 
& Newell. 


e@ Pace Press, Inc., New York, has 
just distributed what it calls the 
world’s largest single sheet of di- 
rect mail promotion, a five-color 
48x71” broadside produced on one 
of its big Claybourne presses to 
dramatize to printing buyers that 
two to five-color printing, “once 
through the press,” is now avail- 
able in New York as economically 
as anywhere else. The giant sheet 
carries 12 full-color covers and 
advertisements, reprinted in one 
operation. 


e The Standard-Times, New Bed- 
ford, Mass., reports excellent suc- 
cess with its monthly “Memo Pad,” 
a digest of news briefs for retailers, 
which is mailed to a list of more 
than 600 merchants, advertising 
executives, etc., in its marketing 
area. The “pad” is a four-page 
folder Vari-typed and handled in 
the newspaper’s own plant. Arthur 
C. King, advertising director, com- 
piles ihe digest. 


e@ Television Forecast, published in 
Chicago for Illinois, Indiana, Mich- 
igan and Wisconsin owners of TV 
sets, marked its first birthday May 
7 with a 36-page edition carrying 
salutes from Chicago TV stations 
and special guest columns by lead- 
ers in the industry. The company 
conducts a coincidental and re- 
call survey service on midwestern 
and network video programs, bas- 
ing its findings on a minimum test 
picture of 500 ’phone calls to set 
owners. 


Reo Motor Names Hall A. M. 


John H. Hall has been named 
advertising manager of Reo Motor 
Co. of Canada, Toronto. He has 
been associated with MacLaren 
Advertising Co. in Toronto and 
Montreal and previously was with 
McColl-Frontenac Oil Co., Mon- 
treal, as assistant advertising and 
sales promotion manager. 


Appoints Fisher Agency 


Tanqueray, Gordon & Co., Lon- 
don, England, has named James 
Fisher Co., Toronto, to handle its 
Canadian advertising. Gordon’s gin 
will be promoted in daily news- 
papers, weekend papers and maga- 
zines throughout the year, with 
copy in both English and French. 


To Lippincott & Margulies 


Robert Weston, formerly of the 
advertising staff of Architectural 
Forum, has joined the staff of Lip- 
pincott & Margulies, Inc., New 
York, as an account executive. 


Cerrone to Pedlar & Ryan 


Ruth J. Cerrone, formerly with 
Dancer-Fitzgerald-Sample and 
Benton & Bowles, has joined the 
copy staff of Pedlar & Ryan, New 
York. 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel .. . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED STEEL CO. 


Aa Ideal GIFT, PREMIUM OR PRIZE 
HOME & HOBBY KIT 


with interchangeable tools 


_ JENKINTOWN, PA..Bor 10 — 


| Rose Joins Austrian 

Reginald Rose, former assistant 
director of exploitation at Warner 
Bros. Pictures, New York, has 
been named to head the copy de- 
partment of Ray Austrian & As- 
sociates, New York. 


Appoints Challenger 

V. Winfield Challenger, who for 
the past 26 years has been director 
of printing of N. W. Ayer & Son, 
has been named business manager 
of Intaglio Service Corp., New 
York. 


Mullican Appoints Two 

Tom Smith, formerly with the 
Louisville Courier-Journal, and 
Alfred B. McCreary, formerly with 
the International Harvester Co., 
have been appointed heads of the 
Mullican Co., Louisville agency. 


in HYGEIA 


THE COST of reaching a thousand HYGEJA subscribers in 1941 was $4.31. 
‘Today it is only $2.90 —a gain to the advertiser of 48 per cent in seven years 


of upward moving prices. 


HYGEIA has defied the trend! While prices of consumer goods and adver- 
tising rates in many national magazines have climbed to an all-time high, 


HYGEIA’s cost per thousand has shown a dramatic drop. 


Since 1941, the paid circulation of HYGEIA has advanced from 75,000 to 
230,000 — today’s figure. Meanwhile, HYGEJA’s plus readership in doctors’ 
reception rooms, not figured in the rate structure, has reached approximately 
3,000,000 — a receptive 3,000,000 with time, place and purpose of being there 


enhancing the value of these readers to the advertisers. 


230,000 readers at $2.90 per thousand, plus nearly 3,000,000 highly receptive 


extra readers, is a lot of potential buying power at an 


amazingly low cost! . . . 


Write today for complete information. 


Ci a THE HEALTH MAGAZINE 
OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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Modern Art Show Called 
‘Healthy Stimulus’ 


To the Editor: As president of 
the Art Directors Club of New 
York, and an art director well 
aware of the purpose of advertis- 
ing art, I would like to comment 
on your editorial in the March 28 
issue on the Art Directors’ Awards. 

As you point out, “There is no 
easy answer to all these problems,” 
but I think a rebuttal and a brief 
review of the Art Directors’ shows 
might help you to better evaluate 
some of the problems. 

The recent show at the Museum 
of Modern Art was the 28th annual 
of Advertising and Editorial Art 
sponsored by the Art Directors 
Club. Through the years these ex- 
hibitions have reflected the varied 
forms of visual presentation cur- 
rent in advertising and publishing. 
The annuals printed from the ex- 
hibits are a historical record that 
the club is justly proud of. It is 
the only record of its kind. We feel 
that the growth and development 
in technical skill and creative 
methods is due in no small part 
to the influence of these shows. 
While the traditional and “tried 
and true” techniques were always 
represented, the shows were also 
something more than just a cross 
section. 

In our efforts to procure the best 
work we have tried many different 


This department is a reader’s fo 


nt 
eS 


methods of selection over the 
years. All jury systems have weak- 
nesses, and I have yet to see a 
jury show that received unanimous 
approval. One of the prerogatives 
of all juries is the privilege of 
eliminating entries they deem un- 
worthy. The consideration, there- 
fore, is not only whether an exhibit 
is best in its class, but also whether 
an entire classification is worthy 
of recognition. This may not be 
“eminently reasonable and sound,” 
but it makes for what, the jury 
considered, the best possible show. 

By emphasizing the advanced 
forms this year we are again con- 
tributing to the total picture. It is 
a healthy stimulus that encourages 
experimentation by suggesting 
fresh, new ways of solving old 
problems. 

It was not the intention of this 
year’s jury to pick ads that ap- 
pealed only to the “refined and 
aesthetic tastes of the experts,” any 
more than it is the club’s intention 
to suggest that all advertising and 
publishing art be modern or ex- 
treme. Nobody who has carefully 
considered the problems and the 
public would make that mistake. 

However, focusing attention in 
this direction frees the thinking of 
all those involved with visual pres- 
entation. It offers the opportunity 
to examine and appraise the best 
work of a particular art approach 
that has become more and more 
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prevalent in recent years. 

The inference in your criticism 
of this year’s show is that the ex- 
hibitions represent advertisers and 
agencies and publishers who are 
uniquely disinterested in making 
money. If one did not see the show 
it would be supposed that all the 
exhibitors are either privately en- 
dowed, or that they will close shop 
tomorrow for lack of funds. 

The facts are that N. W. Ayer 
(incidentally, the subject of an 
interesting article in your March 
28 issue, that underlines the tre- 
mendous growth of the agency and 
the fact that N. W. Ayer has won 
more Art Directors Club awards 
than any other agency); Young & 
Rubicam; J. Walter Thompson; 
McCann-Erickson; Foote, Cone & 
Belding; Time, Inc.; Hearst Mag- 
azines; Conde Nast; Street & Smith; 
Cowles Magazines; Triangle Pub- 
lications; Columbia Broadcasting 
and National Broadcasting, to men- 
tion some, were all well repre- 
sented in this year’s exhibition. 

Mass persuasion is not a static 
combination of technical forms. 
There are as many ways of solving 
an art problem as there are artists 
and there are as many ways of 
solving an advertising or edi- 
torial problem as there are adver- 
tising agencies and magazines. 

Of course, there are misuses of 
modern art, but there are equally 
as many misuses of conventional 
art. Any successful creative work 
for industry requires a delicate 
balance of the needs of business 
and the demands of art. 

The plea you make in the last 
paragraph of your editorial on 
“Comics,” I think might be applied 
to the visual aspects of advertis- 
ing as well as the social. I quote 
you: “Advertisers must obviously 
do a better job of self-improve- 
ment and public relations if dif- 
ficulties are to be avoided.” Self- 
improvement must include form 
as well as content. 

And to quote again, this time 
from Aline B. Loucheim’s review 
of the show in the New York 
Sunday Times: 

“This show is a kind of minority 
report. But it represents the best 
and most advanced trends which 
will, hopefully, filter down and 
thus, by influentiai distribution to 


blackboard 100 times: 


Maybe then they'd remember what our 
correct fare w. 

You see, our airline friends think it's good 
edvertumng to make durect comparwons with 
their competitors’ fares and services But un- 
fortunately (for us) they get mized up some. 
how and quote rasiroed fares in such » way as 
to make radroad travel costs seem higher than 
they really are Probably just absent minded- 
ness. of course 

‘The other day United Airlines ran such a 
comparative ad giving the travel tame of the 
fastest tram to Los Angeles (our Daylight), 
but quoted the one way fare (including lower 
berth) as $2067 The Daylights carry no 
sleeping cars (neither do the planes) and the 
one way fare is $7 50. round trip $13 50. plus 
tas 

The Califorma Central Auwlines have been 
funnang radio announcements quoting our 
coach fare (on the Daylights) as “almost 
nine bucks” The fare, we repeat, is $7 50. 
‘They apparently have « passion for round 
fumbers, adding $1 50 to our fare to make it 
come out even However, they quote their 
own fare to the cent We raised a question as 


E> tine cxcntines are nice people and we like ‘em, but 
—we wish they'd stand in the corner and write on the 


¥7 on the Daylights to LA. 


the airline, we must sey that they have agreed 
to be more exsct 

Western Airlines has been advertising 
“Lowest Fares on the Coast" but they tell us 
they mean just a fares That's all nght with 
us as long as you understand rail fares are 
lower 

TWA has been running advertuung mak- 
ing the pount that planes are faster and com- 
penng specific au and rail schedules We con- 
ceded long ago that planes can make more 
miles per hour than the tram so we think thew 
“effort ia» little Isbored But we think the 
train has some advantages. too 

This w& the second tome mm our hustory that 
we have referred directly to airlines in our 
advertiong The first time was for the same 
reason —to correct airline advertuung mis 
Statements regarding ratirGad service 

We're proud of our Daylight streamlners 
and we think thew fares are « bargain And 
you don't have to take a long bus nde at each 
end of the trip at $1.25 per copy So we hope 
you'll pardon our mild squawk at the eir- 
lines unintentional inaccuracies 


to these announcements and. in fairness to 


CLAUDE E PETERSON. 
Vice President 
System Passenger Traffic 


Sp The friendly Southern Pacific 


ANSWER—Airline copy on the Pacific Coast, using comparative figures on fares, 

drew this rebuttal, a four-column newspaper ad, from Southern Pacific Co. It 

straightens out the fact on fare—San Francisco to Los Angeles—on the S. P.'s 
Daylight train. 


a wide audience, effect high stand- 
ards of design everywhere.” 

I think your readers might be 
interested in the other side of the 
story. 

LESTER RONDELL, 

Morris F. Swaney, Inc., New 

York. 


S. P. Answers Airlines 

To the Editor: We in the rail- 
road have been rather restive for 
some years at airline advertising 
making direct comparisons with 
railroad service and fares. There 
has been a rash of such advertis- 
ing on the Pacific Coast in the last 
month or two, so we finally ran 
another ad commenting on the air- 
lines’ activity in this respect. 
Thinking you might be interested, 
I attach proof of the ad. We have 
had considerable favorable com- 
ment from the public. 

At the same time, in fairness, 
I would like to call your attention 


to a booklet put out by Amer- 
ican Airlines dealing with “Air- 
conomy” and addressed principally 
to business men, which I think is 
a fine example of good selling 
without bringing in direct refer- 
ences to a competitor. I think 
American Airlines deserves a pat 
on the back for this piece of 
straight-forward intelligent selling 
copy. 
F. Q. TREDWAY, 

General Advertising Manager, 

Southern Pacific Co., San 

Francisco. 


Bataan Vets Need Some Help 


To the Editor: Knowing that Ap- 
VERTISING AGE is always on the job 
to give the other fellow a helping 
hand—here’s one “cause” that 
every one of your readers will 
themselves want to pitch in to 
help. 

For some time the survivors of 
the terrible days on Bataan, Cor- 


Which one 


If you’re interested in making a big 
splash—in sales results—it’s the one at the 
right. He’s interested in everything that 
makes for better living in his home, and 

he spends one of the highest incomes 
among all big magazines on everything that 
goes into his home. Better have your 

story where he and his wife look for 100% 
service and ideas: Better Homes & Gardens, 


America’s First Service Magazine 
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re idor and Jap prison camps have 
polished a tabloid newspaper, 
“Tye Quan,” as a means of keep- 
in’ in touch with each other. In 
or ier to continue publication they 
must now sell some advertising to 
he p defray publication costs. 

surely some of your advertis- 
ing Men can see their way clear 
to take a little space in this pub- 
ition—and make some friends 
at (he same time. 

The Quan” is five columns 
wide, 220 lines deep, printed on 
news stock, and a few ads at $2 an 
inch will keep it going. 

Material may be sent directly to 
me or to “The Quan” offices at 
120 Boylston St., Boston 16. 

Masor HERBERT CHASE, 
16 E. 43rd St., New York. 


One Man’‘s Vision 
Is Another's Nightmare 
To the Editor: Some weeks ago 
your Ad-libber commented that the 
“Esquire Palladium Blonde” could 
hardly be an attractive woman 
since palladium—the color of her 
hair—has been described by Es- 
quire as a “metallic frosty gray.” 
Now, standards of beauty vary 
from culture to culture and from 
individual to individual. Certainly 


the Belle of the Velt would cause 
a ripple—but not of admiration— 
in the Cub Room and one man’s 
meat is another man’s potatoes. But 
I do not think—by any standards 
of beauty—you would call Gregg 


: Sherwood, “Esquire’s Palladium 
“ Blonde,” whose photo is attached, 
1 potatoes. 
to I can assure you she caused quite 

a ripple of admiration in our 
- studios when this photo was taken. 


What do you think? 

MARTIN SCHRADER, 
— Manager of Press Informa- 
tion, Esquire, New York. 


The Ad-libber says: “This 
should brighten the table of atomic 
weights.” 


New England Mutual Life 
A-knowledges Publicity 
o the Editor: The New Eng- 
la’ 1 Mutual Life Insurance Co. 
of Boston is indebted to Mr. 
Ec Deuss of Chicago for his letter 
w! ch more or less obligated you 
to eproduce our recent retirement 
in’ me ad and give it additional 
cr ulation among ADVERTISING 
Ac ’s 20,000 readers. 
aybe we don’t know what we 
ar doing, as Mr. Deuss implies 
Sc \elicately, but for some 20 years 
™ tazines have been carrying ads 
é articles on “retirement.” (See, 
fo example, The Saturday Evening 
P + of April 9—‘“So you’re going 
\ retire.”) These have been il- 
\\ rated in a wide variety of 
“ vs, and the word “retirement” 
1 come to have, in our opinion, 
@ ich connotation. People inter- 
t it according to whatever their 
1 plans for the future may be. 
\ vidence that we are not too far 
¥° the beam is found in the fact 
t this particular ad, at which 
Deuss points his questioning 
Zer, is the best pulling ad we 
ve run since the war years 
hen we concentrated on offer- 
veterans a booklet explaining 


‘ : a as 
i ; ‘ pe 


the G.I. Bill of Rights and Na- 
tional Service Life Insurance, tell- 
ing them, incidentally, to hold on 
to the latter at all costs). We have 
already written a_ substantial 
amount of retirement income in- 
surance as a direct result of this 
ad and our field representatives 
seem to be quite happy about it, 
even if Mr. Deuss isn’t. 
Davip W. TIBBoTT, 

Director of Advertising, New 

England Mutual Life Insur- 

ance Co., Boston. 


Where Does ‘Follow-Through’ 
Break Down, Reader Wonders 


To the Editor: I am reminded by 
your editorial, “The Importance 
of Follow-Through” (April 4), of 
a quite recent experience with 
that subject that left us amazed, 
if not completely bewildered. 

The experience embraced a very 
competent agency that had been 
instructed by what should be a 
very competent client to produce 
inquiries from the fields this mag- 


azine covers for follow-up by 
point-of-sale distributors who 
were assumed to be competent. 

The agency performed what 
must have been a good copy job, 
for the inquiries, which, by a sys- 
tem we apply, are routed mainly 
through the publication, were 
heavy. 

Our inquiry-handling staff, 
aware of the special importance 
attached to inquiries in this case, 
provided 24-hour transmittal ser- 
vice. 

One of the inquiries was from 
a municipal development that has 
$12 million to (in part) invest in 
the type of product advertised. 

Eager to serve reader as well 
as advertiser, and to learn how 
much of this particular product 
had been purchased, I wrote the 
reader 30 days after the inquiry 
had been processed. 

The reply was that, as yet, nei- 
ther the advertiser or his distri- 
butor had contacted the inquiry 
source. 

I then spot-checked a dozen 


other readers who had inquired 
about the products of other adver- 
tisers, and the returns indicated 
something less than 50% efficiency 
in closing on the inquirers within 
30 to 45 days after their interest 
had been transmitted to the ad- 
vertising firms. 

These are not consumer inquiries 
in the sense that only an individual 
is in each case involved. They are 
bulk accounts: Industrial plants, 
armed-services camps and _sta- 
tions, municipalities. 

I have not yet learned where 
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the breakdown in follow-through 
occurs. Probably that would vary 
with individual cases. But where 
agencies and publications have, as 
in this case and doubtless many, 
many others, discharged their obli- 
gation to produce and expose buy- 
ing interest to the degree that a 
number of the inquiries are urgent, 
it is distressing to learn that fol- 
low-through beyond that point has 
for any reason been neglected. 
Ames A. CASTLE, 
Publishing Director, Indus- 
trial Sports Journal, Chicago. 


Is my father in there: 


It he isn’t, he should be, Sonny. That’s a list 


of astute Coronet advertisers. And more than 


90% of the advertisers who were in Coronet last 


year are back this year for a second helping! 


They must like Coronet, wouldn’t you say? 


FIRST in Circulation 
FIRST in Readership* 


FIRST in Value 


among all general 
monthly magazines 


’ *Starch figures 


’ 


Admiral Corp.—Radio—Television— 


Appliances 
Argus, Inc. 


Walter J. Black, Inc.—Classics Club 
Book-of-the-Month Club, Inc. 

Carl Brandenfels 

Bristol-Myers Co.—Ipana 

Bulova Watch Co. 


Chicago, Milwaukee, St. Paul & 
Pacific Railroad 


Cooper’s, Inc.—Jockey Men’s 


Underwear 


Cribben & Sexton Co.—Universal 


Doubleday & Co.—Literary Guild; 
$1 Book Club 


? 


Exercycle Corp. 
Fiction Book Club 
Flo-Ball Pen Corp. 


The Formfit Co.—Foundation 


Garments 


General Motors Corp.—Chevrolet 


Knowledge 


Motor Division 
Greyhound Lines 
Grolier Society, Inc.—Book of 


Gruen Watch Co. 
Hammond Instrument Co.—Solovox 


International Cellucotton Products 
Co.—Kleenex 


Lever Bros. Co.—Pepsodent Division 
Linguaphone Institute 

Lionel Corp.—Toy Trains 

Loew’s, Inc.—M-G-M 

Miles Laboratories—Alka-Selizer 
Motorola, Inc.—Radio & Television 


Mullins Manufacturing Corp.— 
Youngstown Kitchens 


Nash-Kelvinator Corp.—Nash 


Automobiles—Kelvinator Appliances 
National Carbon Co.—Prestone 
The Nestlé Co., Inc.—Nescafé 
North American Accident Insurance Co. 
Phoenix Mutual Life Insurance Co. 
Radio Corp. of America—Radios 
Revere Camera Co. 
Sawyer’s, Inc.—View-Master 
R. B. Semler, Inc.—Kreml Hair Tonic 
W. A. Sheaffer Pen Co. 
The Springs Cotton Mills 
Spring-Air Co.—Mattresses 
A. Stein & Co.—Paris; Perma-lift 


Tampax, Inc. 


Union Pacific Railroad Co. 

Victor Animatograph Corp. 

Zenith Radio Corp.—Hearing Aids— 
Radios & Television 


2,568,511 (ABC) quality circulation 
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Agencies Turn Thumbs 
Down on Presentations 


Device Often Wasteful, 
Sometimes ‘Vicious,’ 
Executives Advise AA 


By Joun B. MILLER 


Cuicaco—The agency’s “formal 
presentation” to a prospective cli- 
ent not only is an unfair and dis- 
honest device in a lot of cases, but 
it can be costly in time and money, 
“unprofessional,” “stupid” and “vi- 
cious.” 

That is the consensus of a big 
majority of the 45 agency presi- 
dents and directors who have co- 
operated in an ADVERTISING AGE 
survey of advertiser-agency rela- 
tionships. The agencies’ side of the 
picture is being presented in this 
series as a follow-up to a recently- 
completed series of articles, from 


the company standpoint, on “How 
to Pick an Advertising Agency.” 

Only eight of these 45 agency 
chiefs said they consider that the 
practice of competing with others 
on a formal presentation basis is 
fair and equitable. Even then, most 
of them qualified their answers 
carefully. 


se Of the others, 30 had nothing 
kind to say about competitive or 
speculative presentations; in fact, 
the indictments of a considerable 
number of these executives were 
scorching in character. 

Ten agency heads declared flatly 
that they never, or very rarely, 
make such a presentation. 

The agency spokesmen were 
asked to indicate in what percent- 
age of cases they are reasonably 
certain that the agency which 


IT’S EASY, 
IF YOU > 
KNOW HOW! 


a people will swallow anything, we know — but how 
did anybody ever swallow the old misconception that “all 
radio stations are pretty much alike”? 


KWKH is very different from any other station in its 
area. In our 23 years, we of KWKH have built this differ- 
ence by studying our audience, by testing our programming, 
and then by spending the time and money required to give 
our people what they want. Proof? Well, during its 4 
performances in March, the Louisiana Hayride, KWKH’s 
Saturday night feature, drew more than 12,000 paid ad- 


missions! 


KWKEH is different. Among all the CBS stations rated 
by the Hooper Station Audience Index, KWKH consis- 
tently ranks near the top, morning, afternoon and evening! 
May we tell you what this can mean to you in the important 


Shreveport area? 


SHREVEPORT «. ‘LOUISIANA 
50,000 Watts e CBS | 


The Branham Company, Repranaiatives 
Henry Clay, General Manager 


makes the best presentation gets 
the account; and in what per- 
centage of cases they are fairly 
certain that a particular agency 
will get the account “regardless of 
what your presentation shows.” 
Their estimates varied widely, 
averaging about 45% for the “best 
presentation,” 55% for the “par- 
ticular agency” regardless of pres- 
entation. 


e Percentages favoring the “best 
presentation” ranged from a high 
of 80% down to an infinitesimal 
“00000%.” Percentages for the 
“favored” agency ranged from 
“small” in several instances to a 
high of 99.54%. 

Among the minority who feel 
that the formal presentation 
method of competing is fair, one 
agency respondent said: “I think 
it is a good practice; it solidifies 
the winning agency’s position, 
makes the client more sure of his 
decision, and sometimes prevents 
a mistake.” Another insisted that 
there’s a fair chance for all “if the 
presentations are not limited to 
copy ideas, but are designed to re- 
flect the over-all ability of the 
agencies to handle a particular ad- 
vertiser’s account.” 

Others declared that the practice 
is fair if requests are limited to a 
carefully selected group of agen- 
cies, all of which receive equal 
consideration; if speculative copy 
is excluded, or if the formal pre- 
sentation involves only agency 
background. 


@ The agency heads sounded off 
more vehemently, and at greater 
length, on what they consider the 
evils of the system. Here are some 
of their comments: 

“It is a vicious practice that we 
rarely follow. We learned this the 
hard way.” 

“Formal presentations are beau- 
tiful but dumb. They simply give 
the executive who has already 
made up his mind an ‘out’ with 
those of his superiors who have to 
okay his choice. We don’t make 
them any longer.” 

“Usually the cards are pretty 
well stacked and information is 
the purpose.” 

“I think formal presentations 
put too much stress on spectacular 
artwork, spectacular radio pro- 
grams, spectacular copy themes, 
etc. They don’t present the average 
performance of the agency and 
hence do not present a true picture 
of what the prospective client will 
get.” 

“A business presentation is 
enough—an idea presentation is 
stupid.” 


we “Many advertising managers 
know in advance what agency 
they have selected. However, to 
defend their position, they re- 
quest a number of other presen- 
tations from other agencies. Money 
and time are unfairly wasted.” 

“Formal presentations by too 
large a number of agencies tend 
to confuse the advertiser and dis- 
courage the agency from putting 
its best effort into the presenta- 
tion.” 

“From our experience, it is sel- 
dom that the best presentation gets 
the account. A great many ac- 
counts are awarded because the 
client likes the personality of one 
above the other. Personalities play 
a tremendous part in securing ac- 
counts.” 

“Too often, friendship swings the 
account, even though another 
agency may have made a better 
presentation.” 

“Many times agencies are 
‘taken.’ The advertiser is looking 
for ideas rather than making an 
honest agency appraisal.” 


a “Formal presentations too often 
represent ‘wishful thinking’ and 
cannot be followed in practice. The 
only worth while formal presenta- 
tion is the record of agency per- 
sonnel and accomplishment for 
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country. 


correct some of the evils. 


ships. 


Agencies Point Up Flaws 


in Formal Presentations 
This is the third of a series of four articles discussing th: 
advertiser-agency relationship from the agency viewpoini 
as a sequel to recent ADVERTISING AGE series presentin: 
the views of more than 100 advertisers throughout th: 


The 45 agency presidents or operating executives wh 
cooperated in this confidential study report, in this artick 
their experiences with competitive formal presentations: 
what they believe is wrong about the practice, and what 
might be done, and has been done in individual cases, to 


In the concluding article next week, these agency ex 
ecutives will set forth what they consider the principa! 
characteristics of “good” accounts; what they themselves 
would search for in selecting new agencies, and what 
both clients and agencies can do to improve their relation 


_— 


present clients. It is unlikely that 
any agency can know enough 
about the advertiser’s business to 
justify a full presentation. We 
never make them.” 

“This is a vicious system in 
which we play no part. We make 
no formal presentations on a spec- 
ulative basis. When we have done 
so, we have insisted that we be 
well paid for our presentation, 
whether or not we get the ac- 
count.” 

“More often than not, formal 
presentations are not good either 
from the agency’s or advertiser’s 
standpoint.” 


es “By formal presentations, we 
take it to mean a presentation not 


only of the agency’s facilities and 
proficiency, but the presentation 
of ad plans and material as well 
In this sense, presentations in 
competition with other agencies 
are wasteful, unprofessional and 
unfair. Assuming that the agency 
which wins is the best one, it does 
not follow that it was the com- 
petition which proved it. This fact 
could have been ascertained with- 
out putting a whole stable of agen- 
cies through the hoop...’ 

Half a dozen of the agency 
spokesmen agreed on the view that 
advertisers invite too many agen- 
cies to submit formal presenta- 
tions, leading not only to wasted 
time and money but confusion in 
making the eventual selection. One 


ABERDEEN, SO. DAKOTA 


waa THE TOP SALESMAN ; 
IN THE DAKOTA MARKET 


‘THE bakoras TODAY 
OFFER THE STH LARGEST 
OF ALL U.S.C 
INCOMES. 


THE vaxoras Today | 


—z,, 
OFFER THE 4TH LARGEST 
CASH INCOME PER FaRM 
AMONG 26 STATES HAV- 
/NG 100,000 FARMS. 


THE DAKOTAS TODAY : 
OFFER THE 3RD LARGEST 
CASH INCOME PER FARM 


THE baxoras TODAY 
OFFER THE 3RD LARGEST 


| CENTRAL STATES. 


THE DAKOTAS TODA 
1948 ESTIMATED 
VALUE OF CROP AND 
LIVESTOCK INVENTORY: 
LIVESTOCK $899,005,030 
CROPS... $1,136,954,060 


TS 
THE Dakotas TODAY 
HAVE LIQUID CASH 


RESOURCES OF = 
51,874,780,000. — 


THE DAKOTA FARMER IS 


RESPONSIVE READERS. 


s - - 


THE BUSINESS PAPER OF THIS BILLION DOLLAR 
INDUSTRY. 100,000 FARMERS — 70% OF Att 
FARMERS IN THE DAKOTAS TODAY... ARE 


J. P. MALONEY, Advertising Manager 
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a ency which does not make for- 
rn il competitive solicitations in- 
sted that the client can make his 
c oice just as easily from informal 
d scussions. Another wrote: 

‘Think an advertiser should look 
o er several agencies with parallel 
e perience, question their clients, 
ai.d interview their personnel, par- 
ti_ularly the men who will handle 
their account. Make decision on a 
performance basis.” 


as One respondent pointed out 
that, on medium and small-sized 
accounts, advertisers ask for pres- 
entations as a matter of course and 
have no conception of the amount 
of work involved. Besides, they 
seldom work closely enough with 
the agency so that it can make a 
sound proposal based on facts and 
the client’s problems. “If advertis- 
ers would restrict the number of 
presentations and give the agency 
a true picture of the situation, 
better presentations would result,” 
he declared. 

Another agency chief said the 
big distinction depends upon 
whether the agency is selling itself 
or a particular idea, adding that: 
“The former is the most satisfac- 
tory and we have a standard ‘pitch’ 
which is flexible enough to cover 
any type prospect, and permits the 
inclusion of some specific thinking 
on the prospect’s business. We 
generally interpret our services in 
terms of the prospect’s needs and 
seldom do layouts or copy.” 


a Local agency organizations are 
needed to educate advertisers and 
agencies on the folly of costly pres- 
entations, one respondent said. 

One agency lost its chance to 
win an account, said its represent- 
ative, “because we openly casti- 
gated a sales manager who ad- 
mitted he wanted ideas from var- 
ious agencies, but would pay them 
a small amount if he did use 
them.” Another agency executive 
reported his experience with an 
association account which invited 
ten agencies to make presentations 
to an advertising committee. The 
hitch, he explained, was that the 
committee was obligated to a con- 
sultant “who had already picked 
the agency he proposed to domi- 
nate.” 

When formal presentations actu- 
ally are made, the agency is given 
adequate time to tell its story in 
80% of the cases, the respondents 
indicated. They get adequate at- 
tention and interest in 91% of the 
cases. The “right people’’ usually 
are present, 68% of the agency 
spokesmen said. But decisions are 
made promptly, and the agency 
properly notified, in only 60% of 
the cases, they declared. 


# One agency executive explained 
that his company was not given 
a equate time by the prospective 
cent, “so we seldom compete.” 
Avother, who felt that the time 
a. otted was inadequate, declared: 


ie advertiser usually thinks 
m st agencies are alike; so are 
ir individual, formal, written 


sentations.” 
‘oncerning promptness of de- 
ions, one agency head com- 
nted: “This is sloppy, generally. 
ents have little respect for true 
ative effort, feel the melodrama 
formal presentations is part of 
ney glamor. P. S. They’re 
ht.” Another said his agency 
rns of decisions, usually, only 
en it calls for the answer. “A 
1d opportunity for building good 
\l is usually missed by the cli- 
” he said. “Saying ‘no’ is an 
Prospects usually are unthought- 
and dilatory about their de- 
ions, another agency spokesman 
clared. There is seldom a “clear- 
t turndown,” said another, and 
Sually the answer is published 
fore the agency gets it.” 


One respondent wrote: “These 
gs usually drag out for two or 


\ 
ae 


three months. Right now, we are 
awaiting an answer on one such 
presentation. We were given only 
two weeks to get material together, 
which necessitated quite a bit of 
field work, and in spite of the fact 
that the presentation was made 
three months ago, we have not yet 
received an answer.” 

The “right people” usually are 
present when the agency tells its 
story, “if you insist on it,” one 
respondent commented. Others em- 
phasized, too, that all-important 
executives should view the presen- 
tation because management is vi- 
tally concerned and large sums 
are usually involved. Many times, 
said one agency executive, the ad- 
vertising manager is the sole judge 
of the presentation, yet top man- 
agement makes the final decision 
and should be present for the 
agency “show.” 

“The right people will be there, 
you bet your boots on that,” said 
one agency head. “The owncrs. 
Whether active or not. The adver- 
tising business is the most serious 
activity of that business. The way 


it is done will determine, more 
than any other single thing, the 
growth that business makes. There 
are exceptions to this rule, but it’s 
the rule. That makes the advertis- 
ing the top business of the top per- 
sonnel—and we make it plain long 
before we ever have an account 
that we expect to work very 
closely with that top personnel.” 


a This agency, incidentally, makes 
no competitive prospect presenta- 
tions, and it tells the advertiser 
that no matter how slick any agen- 
cy’s presentation looks, “the 
chances are 100 to 1 against this 
Ivory Tower gem,” and that “our 
agency would under no circum- 
stance be guilty of presenting such 
a phony.” The presentations it 
makes are laid before executives 
of a newly-acquired account; they 
may be elaborate, or may offer a 
simple, starting plan. 

The “right people,” said another 
agency executive, are those who 
have the final say, whether pres- 
ident, sales manager, advertising 
manager or someone else in the 


corporate group. “We can cite cases 
where we have been invited to 
solicit an account and have had 
the active cooperation of the ad- 
vertising manager and the sales 
manager, but in the final analysis 
neither of these men had a voice 
in the decision. In one case, the 
president who made his head- 
quarters in New York made a new 
agency selection without regard to 
what had been done by the ad- 
vertising and sales departments, 
and neither the advertising man- 
ager nor sales manager was con- 
sulted in making the choice.” 


w Asked whom they consider the 
“right people,” seven of the agen- 
cy spokesmen agreed on this tri- 
umverate: President, sales man- 
ager and advertising manager. 
Others listed top management or 
executives without detailing their 
titles or duties. 

One suggested the “top three or 
four, plus advertising manager.” 
Another listed top management 
and department heads, and “al- 


advertising manager.” Three of the 
agency heads said board members 
ought to be on hand for the presen- 
tations, and three others said com- 
pany treasurers should be included. 


General Electric to Expand 
Video Tube Facilities 


General Electric Co. will expand 
its television tube production by 
the use of additional facilities at 
its Syracuse plant, the electronics 
department has announced. The 
company will spend more than 
$1,000,000 to set up similar opera- 
tions to those at its Buffalo tube 
plant. 

TV tube production is expected 
to start at Syracuse in August. 
First tubes to be made will be the 
new 84%” metal cone tube. 


ways president, sales manager and 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers ere 
BABY BILLBOARDS thet catch the eye 
where they buy. No wetting .. . they're 
FREE sticky... they sell anywhere. Printed to 
your order. Millions sold. Write MARK'- 
ANDY, Inc., Dept. 000, St. Louis 22, Mo. 
for details, samples. Do it, todey! 


Why ten , 
leading 
coffee 


advertisers don’t 72 throw cups! 


ing, too—our six years of experience with plastic 
plates have taught us some things about controlling 
heat and pressure, things that are closely guarded 


a yf 


Just as a good brand of coffee can be spoiled by a 
poor coffee maker, a good coffee ad can be spoiled by 
poor reproduction. 

But the ten leading coffee advertisers referred to 
above never have occasion to heave the nearest piece 
of china when they examine their newspaper tear- 
sheets —for there’s not a poor tearsheet in a ton. 

Because these ten advertisers and their agencies 
know — yes, they know —that there is a critical differ- 
ence between ordinary plastic plates and High 
Fidelity Reilly pLasticryPEs. 

This critical difference begins at the beginning. 
For we go to the trouble and expense of making our 
own molding material for pLasticrypes. And the 
critical difference carries on through the plate mak- 


HIGH FIDELITY 


ee 


Reilly 


THE ORIGINAL 
PLASTIC PLATES 
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secrets. 


But does the critical difference in Reilly pLastic- 
TYPES stop with their manufacture? Well, just drop 
in on us unexpectedly some time and see the rigid, 
ruthless inspection that every PLASTICTYPE must pass 


before it can leave the plant! 


You'll understand then why we dare to state that 
every PLASTICTYPE is rr ents assuring clean, clear, 
uniform reproduction in papers from coast to coast. 
You'll understand why 350 national advertisers are 
now using Reilly pLastictypes. They know, and you 
know, that tearsheets tell the truth. 


eee, 


Plastictypes 


REILLY ELECTROTYPE COMPANY 
305 E. 45th ST., NEW YORK 17, N.Y. MUrray Hill 6-6350 


CHICAGO - 
SAN FRANCISCO - 


DETROIT + INDIANAPOLIS 
LOS ANGELES 
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Babe Ruth Watch 
Gets More Orders 


New YorK—The Babe Ruth 
Watch Co. reports that in the past 
three months it has grossed $1,- 
750,000 in initial orders from lead- 
ing department stores throughout 
the country. R. H. Macy Co. is 
selling the watch in this city. 

The company is advertising the 
watch in Boy’s Life, Jewelers’ Cir- 
cular-Keystone, Jewelry, Life, Na- 
tional Jeweler, Open Road for Boys 
and The Saturday Evening Post. 

The face of the watch bears a 
picture of Babe Ruth with his 
signature super-imposed on the 
outline of a baseball diamond. The 
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package is an exact plastic replica 
of an official baseball and the 
cardboard box holding the watch 
package is the same size as that 
used to hold the official league 
baseball. 

Each package contains a sports- 
man’s pledge card which recites 
a pledge to good sportsmanship 
and a promise to uphold the prin- 
ciples of Babe Ruth. The watch 
sells for $7.95 and a percentage of 
the sales will go to the Babe Ruth 
Foundation. 

Theodore A. Newhoff Advertis- 
ing, Baltimore, is the agency. 


Toft Joins Weintraub 

Arthur E. Toft, formerly a mem- 
ber of the advertising department 
of the New York Sun, has joined 
William H. Weintraub & Co., New 
York, as assistant account execu- 
tive. 


Drops Higgins Account 

Bauerlein Advertising Agency, 
New Orleans, has resigned the ac- 
count of Higgins, Inc., New Or- 
leans, motor boats. 


TRAGITIONAS CF 


Andrea Mantegna. . . . (\431-1596) 


* +. Renaissance Spirit 


ENGRAVING #3 


Makers of Fine Photoengravings for Letterpress Printing 


Mantegna, born near Vicenza in Italy, was reared 
among the fragments of an ancient art in a town 
overshadowed by the famous University of Padua, 
where the study of the Antique world had become 
a cult. His engraved plates are among the finest 
productions in this medium. The detail from “The 
Battle of the Sea Gods” owned by the Art Institute 
of Chicago, shows the clear and gemlike quality 
of his style, approaching that of the antique en- 
graved cameo; Mantegna raised engraving from 
its status as simply a convenient means of re- 
producing designs, to a fine art in its own right. 
By means of delicate shading line he obtained a 
chiaroscuro of rich quality. Of 27 engravings 
originally ascribed to the hand of this Italian 
master, only seven are today acknowledged as 
original, yet they support a reputation of undis- 
puted mastery as an engraver. 


The spirit of the Renaissance combined old knowledge with 
new methods of thought. It was a creative, rather than an 
imitative spirit. The spirit of twentieth century photo- 
engraving, at Jahn and Ollier, is also a combination of 
ingredients—the most modern equipment and mechanical 
techniques with the highest degree of personal craftsman- 
ship. Many of our men have perfected their craft over a 
quarter century experience with us—but some of our 
equipment was perfected only a few months ago. The 
result, in our shop, is a creative spirit and method of 
plate making which makes each day’s achievement an 
advance over yesterday’s. The results of your printed 
message will be enhanced by the superb quality of plates 
from Jahn and Olilier. 


Jahn & Ollier (fee 


ENGRAVING COMPANY 
817 W. Washington Blvd., Chicago 7, Illinois 


Pepsodent Plans 
Summer Promotion 
of Hair Care Items 


Cuicaco—‘Strike while the sun 
is hot” is the slogan for a summer 
promotion on hair care items to be 
launched by the Pepsodent di- 
vision of Lever Bros. Co. 

Pepsodent will offer a twin- 
pack bargain of two tubes of 
Rayve Creme shampoo, regularly 
selling at 50¢, for 33¢. The sum- 
mer campaign ads will appear in 
Good Housekeeping, Household, 
Ladies’ Home Journal, Life, Look, 
Parents’ Magazine, Seventeen, 
True Story, Woman’s Home Com- 
panion and others. 

Pepsodent has prepared special 
hair care display material for 
dealers’ counters and windows. 
In addition, the campaign will be 
promoted on Pepsodent’s “My 
Friend Irma,” “Junior Miss” and 
“Winner Take All” radio programs. 


a For outstanding counter and 
window displays featuring the 
summer hair care promotion, Pep- 
sodent is offering dealers $1,500 
in 22 prizes. A first prize of $500 
will go to the independent drug- 
gist with the most effective dis- 
play, a prize of $500 to the chain 
store with the best display and 
ten prizes of $25 each for both 
groups. 

The campaign promotes the sale 
of all hair care items, in addition 
to Rayve Home permanent and 
Rayve Creme shampoo, according 
to George R. Stege Jr., director of 
sales of the Pepsodent division, 
who estimates that more than a 
third of the money spent on hair 
care items during the year is 
spent in the summer. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


James Mitchell Named 
V. P. of Mactadden 


James L. Mitchell, recently ap- 
pointed advertising director of the 
True Story Women’s Group, has 
been elected vice-president and 
advertising director of Macfadden 
Publications, Inc. Under this newly 
created setup, he will direct ad 
activities of all nine Macfadden 
magazines. 

Formerly True Story western 
manager, Mr. Mitchell joined Mac- 
fadden’s Chicago staff in 1928, was 
appointed eastern ad manager in 
1940, advertising manager in 1942 
and ad director of the Women’s 
Group in March of this year. 


Trade Code for Mail 
Insurance Proposed 

A proposed trade practice code 
for the mail order insurance busi- 
ness provides that member 
firms must not misrepresent “sav- 
ings” which are effected as a re- 
sult of sales systems which by- 
pass local agents. 

The code, issued by the Federal 
Trade Commission following con- 
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The Creative Wan Corner 


The effects_of the late war on advertising will probably 
never be known. It is, however, the Corner’s opinion that it 
did not do advertising—or advertising writers—much good. 
Except, perhaps, institutional-wise. 

Here, for example, is an advertisement obviously aimed at 
what has been termed the “return of competitive selling.” 
Yet it might have been written ten years ago and kept in cold 
storage during that 
time. It couldn’t 
have been, of 
course, because the 
product it adver- 
tises did not exist 
then. 

Its antecedents, 
nevertheless, are 
quite obviously the 
Patapar advertis- 
ing and Listerine 
—plus a few thou- 
sand ads of the 
prewar decade all 
of which contained 
the phrase, “Sen- 
sational NEW!” 

In the Corner’s 
opinion, competi- 
tive selling may 
have returned— 
but with it has 
come a new ar- 
rival on the scene: 
The Sour Mind, 
with which adver- 
tising and adver- 
tising writers must 
cope henceforward. 

The Sour Mind 
is the result of a 
generation that didn’t want war but got it; that desperately 
wanted peace and doesn’t have it. It is a mind that is ultra- 
distrustful, super-skeptical and colossally hard to sell. The 
professionally posed photographs, the mythical people in 
prearranged dilemmas, the old adjectives—all leave the Sour 
Mind cold. 

In the Corner’s opinion, the direct, straightforward, take- 
it-or-leave-it approach is the preferable approach for the 
Sour Mind. A world that has seen the atom bomb can’t be 
frightened too much by verbal inventions like “Household 
Halitosis.” It wants its facts in factual form—not fictional- 
ized. It knows that cabbage smells a house to high heaven and 
it would like to know how to get rid of that odor fast—not 
because of a jeopardized social standing but because of its 
own sensitive nostrils. 

The Sour Mind (if the Corner may prescribe) is amenable 
only to sweet reasonableness. Maybe that’s good. 
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ferences with industry members, 
also warns against deceptive use 
of testimonials, misrepresentation 
of benefits and the use of such 
terms as “non-medical,” “sickness” 
and “physical condition.” Industry 
members have until May 25 to 
comment. 


Paillard Names Durstine 


Paillard Products, Inc., New 
York, U. S. factory branch of Pail- 
lard, Ltd., manufacturer of motion 
picture cameras, lenses and type- 
writers, has appointed Roy S. 
Durstine, Inc., New York, as its 
agency. Magazines, newspapers 
and business papers will be used. 


Joe Montag Advanced 


Joe D. Montag, manager of air 
conditioning and heating, has been 
appointed director of advertising 
and promotion of Montag Stove 
& Furnace Co., Portland, Ore. He 
will be in charge of an expanded 
advertising and merchandising pro- 
gram for Montag furnaces and ap- 
pliances in the Pacific Northwest 


Promotes New Kreml Package 

R. B. Semplar, Inc., through 
Erwin, Wasey of Canada, Toronto, 
is using 17 metropolitan news- 
papers in Canada to introduce ; 
redesigned package, label and bo - 
tle for Kreml shampoo. 
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1949 Summer Replacements on Four Major Networks 
AMERICAN BROADCASTING CO. 


SPONSOR 
Texas Co. 
Kaiser-Frazer Corp. 


Lee Hat Co. 


Association of 
American Railroads 


Lever Bros. Co. 


Lever Bros. Co. 
American Tobacco Co. 


Electric Companies 
Lever Bros. Co. 
Procter & Gamble Co. 
Procter & Gamble Co. 


Ford Motor Co. 
Philip Morris & Co. 


Prudential Insurance 
Co. 
Electric Auto-Lite Co. 


Campbell Soup Co. 
Campbell Soup Co. 
Thomas J. Lipton, Inc. 


Procter & Gamble Co. 
Hall Bros. 


Procter & Gamble Co. 


General Foods Sales 
Co. 

General Foods Sales 
Co. 


Rexall Drug Co. 


E. I. du Pont 

de Nemours & Co. 
Philip Morris & Co. 
Bristol-Myers Co. 
Sealtest, Inc. 
Pabst Sales Co. 
Procter & Gamble Co. 


General Foods 

General Foods 

Colgate-Palmolive- 
Peet Co. 

Colgate-Palmolive- 
Peet Co. 

Colgate-Palmolive- 
Peet Co. 

Lever Bros. Co. 


S.C. Johnson & Son 
Kraft Foods Co. 
Lewis-Howe Co. 


Eversharp, Inc. 
U.S. Steel Corp. 


Kraft Foods Co. 


R._ J. Reynolds 
Tobacco Co. 


General Foods 

Di ‘aware, Lackawanna 
& Western Coal Co. 

H: \bros Watch Co. 


R |ston-Purina 


W inder Co. 
C le Milling 


\ lliamson Candy 


PROGRAM 
Milton Berle 
Walter Winchell 
Drew Pearson 


Railroad Hour 


REPLACEMENT 
Hiatus 
Several Stars 


To Be Named 


Summer Format 
of Same 


DATE AGENCY 
June 15 Kudner Agency 
Mid-July William H. 

Weintraub Co. 
William H. 
Weintraub Co. 
May 2 Benton & Bowles 


COLUMBIA BROADCASTING SYSTEM 


Lux Theater 


Amos ’n’ Andy 
Jack Benny 


Helen Hayes 
My Friend Irma 
Beulah 

Jack Smith 


Ford Theater 
Playhouse 


Family Hour 

Suspense 

Club 15 

Edward Murrow 

Godfrey’s Talent 
Scouts 

Your FBI 

Playhouse 

Lowell Thomas 


Jack Carson 


My Favorite Husband 


Hiatus 


Call the Police 
Musical Show 


Hiatus 
Corliss Archer 
Hiatus 


Hiatus 
Hiatus 


Hiatus 

Same show; no 
big names 

Same show; no 
big names 

Same show; no 
big names 

Hiatus 

Hiatus 

Hiatus 


Hiatus 
Hiatus 


Hiatus 
Hiatus 


Hiatus 


NATIONAL BROADCASTING CO. 


Harris and Faye 
Cavalcade of America 
This Is Your Life 
Duffy’s Tavern 
Variety Theater 
Eddie Cantor 
Truth or Consequences 
Aldrich Family 
Burns & Allen 
Dennis Day 
Judy Canova 
Blondie 
Bob Hope 
Fibber & Molly 
Great Gildersleeve 
Alan Young 
Take It Or Leave It 
Theater Guild 

(moves from ABC) 
Music Hall 


Jimmie Durante 


Guy Lombardo 

To Be Named 

To Be Named 

Henry Morgan 

To Be Named 

Maybe Thin Man 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Hiatus 

Probably Martin & 
Lewis 

Maybe King’s lien 

Archie Andrews 

To Be Named 


Hiatus 
NBC Symphony 


Kirsten & Eddy 


To Be Named 


July 4 J. Walter Thompson 
Co. 
June 5 Ruthrauff & Ryan 
June 5 Batten, Barton, 
Durstine & Osborn 
June 5 N. W. Ayer & Son 
July 24 
July 4 Foote, Cone & 
Belding 
July 4 Dancer-Fitzgerald- 
Sample 
July 4 Dancer-Fitzgerald- 
Sample 
July 8 Kenyon & Eckhardt 
Biow Co. 
Benton & Bowles 
Newell-Emmett Co. 
June 27 Ward Wheelock Co. 
June 27 Ward Wheelock Co. 
July 4 Young & Rubicam 
July 7 Biow Co. 
June 9 Foote, Cone & 
Belding 
July 4 Compton Advertis- 
ing 
July 8 Young & Rubicam 
July 8 Young & Rubicam 
July 3 Batten, Barton, 
Durstine & Osborn 
Batten, Barton, 
Durstine & Osborn 
Early July Biow Co. 
June 22 Young & Rubicam 
N. W. Ayer & Son 
July 1 Warwick & Legler 
Compton Advertis- 
ing 
June 23 Young & Rubicam 
June 30 Benton & Bowles 
Ted Bates & Co. 
Sherman & Mar- 
quette 
William Esty Co. 
June 14 Young & Rubicam 
Late June Needham, Louis 
& Brorby 
June 8 Needham, Louis 
& Brorby 
Early June Dancer-Fitzgerald- 
Sample 
Biow Co. 
June 12 Batten, Barton, 
Durstine & Osborn 
June 2 J. Walter Thompson 
Co. . 
Late June William Esty Co. 


MUTUAL BROADCASTING SYSTEM 


Juvenile Jury 
Shadow 


Quick as a Flash 
Tom Mix 


Capt. Midnight 
Ernie Lee 


True Detec. Myst. 


Hiatus 
Hiatus 


Hiatus 
Hiatus 


Hiatus 
Hiatus 


Hiatus 


Benton & Bowles 
Ruthrauff & Ryan 


William H. 
Weintraub Co. 


June 24 Gardner Advertis- 
ing 

June 17 Hill Blackett 

June 19 Gardner Advertis- 
ing 

May 22 Aubrey, Moore 
& Wallace 


C «tling’s Appoints Two 


Allen Reeder Joins 


saurence D. Ballew, who pre- 

usly served with various soft 
a nk bottling companies, with 
B itz Brewing Co. and Procter & 
G mble Co., has been named gen- 
eril sales manager of Brewing 
‘ ep. of America, Cleveland, brew- 
©: of Carling’s Red Cap ale. P. G. 
E rnes, assistant to the vice-pres- 

nt in charge of sales, has been 

pointed advertising manager of 
le company. 


Esquire as PR Head 

G. Allen Reeder, former adver- 
tising director of Carstairs divi- 
sion of Calvert Distillers Corp., 
has been appointed director of 
public relations and promotion of 
Esquire, Inc., New York, effective 
May 15. Mr. Reeder previously 
headed his own international ad- 
vertising agency, G. Allen Reeder, 
Inc. ; 

Arthur K. Atkinson Jr., former 


financial advertising manager of 
the New York Herald Tribune, has 
joined Coronet as assistant to the 
publisher, David A. Smart, who 
is also chairman of the poard of 
Esquire, Inc. 


Names Summerville V. P. 


Orin R. Summerville has been 
named vice-president and sales 
manager of Brownville Paper Co., 
Watertown, N. Y., succeeding the 
late Seymour M. Jones. 


ANAN Reveals 
Clients’ Names, 
Survey Results 


(Continued from Page 1) 
in the same ice-breaking years of 
Metropolitan Sunday Newspapers, 
or This Week Magazine, or Mutual 
or Columbia Broadcasting systems. 

He believes that ANAN’s “line 
of growth shculd be in the direc- 
tion of CBS”—which after a 
slow start has rolled up, in two 
decades, an annual volume of more 
than $60,000,000. 

Since that much-publicized $50,- 
000 study by Marion Harper & 
Associates five years ago, which 
led to the decision of major news- 
papers to form a united sales front 
against radio and other media by 
offering advertisers who used cer- 
tain regional groups or all of them 
volume and continuity discounts, 
the Newspaper Network has spent 
an estimated $1,000,000 in sales, 
research, promotion and organiza- 
tion expenses. 


a The chief guiding spirit was 
the late H. B. Sherwood of the 
New York News, who died in No- 
vember, 1946. 

Another New York News man, 
Thomas J. Cochrane, is now presi- 
dent and chairman of the board. 


Warner Moore T. J. Cochrane 


Other officers, in addition to Exec- 
utive Vice-President Madden (for- 
mer vice-president of McCann- 
Erickson, who became ANAN’s 
executive head on May 27, 1946), 
are Warner R. Moore, Philadelphia 
Inquirer, vice-president; Stuart M. 
Chambers, St. Louis Post-Dis- 
patch, treasurer; Samuel H. Kauff- 
mann, Washington Star, secretary, 
and Richard W. Slocum, Philadel- 
phia Bulletin, executive committee 
chairman. 

The ANAN now has a staff of 
38 people, including ten salesmen, 


S. M. Chambers 


S. H. Kauffmann 


total of 68 daily newspapers in 
65 major markets. 

The network still has some ma- 
jor gaps, in such markets as Cleve- 
land, Detroit and Pittsburgh. But 
Madden emphasized that its main 
concern is to sell all basic markets 
and provide advertisers with ade- 
quate coverage as the foundation 
of consistent campaigns in week- 
day black-and-white space. 

Continuity discounts are earned 
only on completion of 13-week 
schedules, and become progres- 
sively larger for 26, 39 and 52 
weeks. The newspaper members 
are convinced that much of net- 
work radio’s success has been due 
to its ability to keep advertisers 
going in their medium long enough 
to put their sales messages across. 

Conversely, they believe, news- 
papers have been hurt because too 
many national advertisers have 
used them only for a “few shots” 
at certain seasons or to provide an 
extra sales push in certain mar- 
kets. 


a Until now, ANAN operations 
have been financed by a “contrac- 
tual fee” from member newspa- 
pers. The network takes a 10% 
selling commission on the net vol- 
ume of business it places for mem- 
bers. When the total of this exceeds 
the amount prepaid by members— 
as is expected for the first time 
later this year—the ANAN would 
retain the difference for expansion 
purposes. 

ANAN is a non-profit organi- 
zation, owned by its member pub- 
lishers. As sales volume substan- 
tially increases, sales commissions 
from its members will be reduced. 

Although some ANAN adver- 
tisers—such as Artistic Founda- 
tions, Inc., Four Roses, Philip Mor- 
ris and, currently, Trans World 
Airline—have been willing to an- 
nounce the fact, most of them have 
preferred not to let competitors 
know the scope or duration of their 
campaigns. 


a Ed Madden said, however, that 


70 PRODUCTS—These are the 70 products (including the model of a Trans World 
Airline plane) advertised recently, or now, through American Newspaper Advertising 
Network. 


in three cities. C. E. (Larry) Han- 
son is eastern manager, at New 
York; S. James Andrews, western 
manager, at Chicago; George Ham- 
mer, Detroit manager; Daniel E. 
Moran, director of publisher re- 
lations; George Benneyan, director 
of promotion and publicity, and 
Allen Hoost, controller. 

The sales staff will be expanded 
later this year, Madden said, and 
research and promotion will be 
intensified. 


es ANAN’s basic network em- 
braces 46 member dailies and 43 
major markets, with a combined 
circulation of 12,500,000. But to 
provide advertisers with complete 
“basic” coverage, it promotes a 


about 25% of the 70 products on 
the list have started on regional 
divisions and about 75% have be- 
gun nationally. Most of them have 
used ANAN for 26 weeks or more. 
Some, in fact, have been on the 
network steadily for more than 
two years, and nearly all who have 
been on it at all in the three years 
have come back to it. The average 
expenditure, per contract, has been 
about $250,000. 

The 70 products have been or 
are being promoted by more than 
a score of advertisers through 33 
agencies. The exact number of 
advertisers is a matter of defini- 
tion. Some are subsidiaries or af- 
filiates of other advertisers. On a 

(Continued on Page 60) 
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NBC Forging 
New Shows to 
Lead Listings 


(Continued from Page 1) 
firmed the report that NBC 
couldn’t reach an agreement with 


+ Mr. Benny’s agents on clauses re- 


lating to taxes, and added: 

“Radio in the years ahead will 
be running into severe competition 
from other media—magazines, 
newspapers and television. Adver- 
tisers will be perusing expenses 
more closely than before. In such 
competition an advertising medium 
must produce more value per dol- 
lar. 

“We feel the development of new 
shows, good shows—high rating 
shows, we hope—will give the ad- 
vertiser more value per dollar than 
he is currently getting for some 


Free 


BOOK SHOWS-= 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
@ The expense of salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 


Davis Paint Company . 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 

This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale... 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘“‘How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Bivd. Chicago 4, Illinois 


high-priced talent.” 


es Mr. Trammell’s concern with 
inflation in radio talent costs at 
a time when competition for the 
advertiser’s dollar is increasing 
no doubt is closely related to NBC’s 
heavy outlay for television. In- 
formed sources say the network 
has invested $20,000,000 in TV 
since 1939. This includes equip- 
ment, experimentation, research 
and loss in network operations. 

While NBC, like the other major 
networks, has to do some fancy 
fence straddling not to overem- 
phasize video at the expense of 
radio—which pays the  bill—it 
seems clear that the network 
strategists decided now was not 
the time to drain their resources 
to gamble on the television future 
of “old” radio performers. 

Instead National, which last 
year had a $2,500,000 television 
deficit, is attempting to chalk up 
a big television lead. Sponsorwise 
it is easily ahead of the field, with 
25 network TV clients. Operating 
expenses for five owned and op- 
erated stations are expected to 
boost the 1949 television loss to a 
peak, which network executives 
believe will start leveling off in 
1950 and diminish to the break- 
even point by 1952. 


se NBC’s program and sales de- 
partments already have achieved 
a measure of success on two of 
their prize packages. Dean Martin 
and Jerry Lewis, the network’s 
most publicized comedy find, got 
a rather tepid reception from the 
critics, but Lever Bros. liked them 
well enough to make them the 
tentative selection for Bob Hope’s 
summer replacement. If all 
goes well—that is, if the team 
catches on with radio audiences 
as they have with nightclub ad- 
dicts—they no doubt will continue 
with Lever in the fall. 

Sales executives also have been 
successful in obtaining a summer 
sponsor for the “reformed” Henry 


NEW STARS—Dean Martin and Jerry 

Lewis were an overnight sensation in 

nightclubs; NBC hopes they will repeat 

the trick for radio—and eventually tele- 
vision. 


Morgan. He will apply his back- 
wards sales technique to Bristol- 
Myers products in the “Duffy’s 
Tavern” spot. 

Mr. Morgan recently “gave up” 
television after a brief fling of 
three weeks, but NBC considers 
Morgan and Martin-Lewis prop- 
erties which can definitely stand 
the wear of video. 


ws The battle of the networks has 
not resulted in any high echelon 
shakeups in National’s program 
department yet. However, the net- 
work is said to be in the market 
for a top agency executive with 
radio creative experience to head 
the department. An announcement 
on this is expected by the end of 
May. 

Recent additions to this division 
include Leslie Harris, former 
radio director of Benton & Bowles, 
as assistant national program di- 
rector, and Mitchell Benson, pre- 
viously radio director of William 
Morris Talent Agency, as coor- 
dinator of new programs. 

Eight script readers have been 
added to the New York staff to 
sift through the torrent of pro- 


city zoe coverage 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


gram ideas that have poured in 
since the press began publicizing 
NBC’s quest for novel shows and 
talent. 

Hoping to find the magic form- 
ula on which CBS based such 
spectacular successes as Godfrey’s 
“Talent Scouts” and “My Friend, 
Irma,” National is building new 
shows at an accelerated rate. 
Meanwhile, its date book is 
jammed with audition appoint- 
ments with independent producers. 
The network holds the option on 
or is part owner of some 70 pack- 
ages—most of which are priced be- 
tween $3,500 and $5,000. 


s Although the network’s princi- 
pal program losses have been in 
the comedy division, its building 
plans are catholic enough to in- 
clude practically every taste regis- 
tered by Mr. Hooper or Mr. Niel- 
sen. Included are giveaways, 
mysteries, variety, drama, quizzes 
and any other broadcast enter- 
tainment which has rated well 
with the dial-twisting box office. 

“Hollywood Stars Calling,” the 
Lou Cowan package, is expected 
to bow in June, with big name 
motion picture stars making per- 
sonal phone calls to help NBC give 
away a still unrevealed jackpot. 
Mr. Cowan is one of the pro- 
ducers of ABC’s top rater, “Stop 
the Music.” 

In addition to the script readers, 
the program department has ad- 
ded 14 other persons to the New 
York staff. Four are writers work- 
ing on the Martin-Lewis show. 
Three writers are assigned to 
Henry Morgan. 

NBC reportedly has a _ budget 
of $2,000,000 for sustaining pro- 
grams this year. Some $600,000 
of it is earmarked for the NBC 
Symphony. Although Mr. Tram- 
mell declined to say how much this 
figure will be boosted by the pro- 
gram packaging activities, it 
seems certain that possible suc- 
cess of the project will not be 
jeopardized by cutting corners. 

This is expected to be one of 
the biggest promotion years in 
the history of the network. In most 
other seasons, NBC has left the job 
of audience promotion largely in 
the hands of affiliates, once they 
were supplied with the necessary 
tools. Present plans are for the 
$500,000 campaign to tee off this 
summer to help get the new stars 
a healthy following by fall. How- 
ever, this drive is not expected to 
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shift into high gear until progran 
plans for autumn shape up a bi 
more. 


es Meanwhile, advertising plan 
call for inclusion of magazine: 
outdoor, newspapers and car card 
in the schedule. And, of cours« 
the airwaves will be saturated wit 
plugs for featured attractions. 

Despite the two hours of choic 
Sunday night time being aired sus 
taining, Mr. Trammell says he ex- 
pects this year’s gross billings to 
be only slightly below last year s; 
alltime high of $69,701,907. Rev - 
enue from radio recordings, pack- 
age shows, etc., brought NBC s 
total gross income for 1948 to $70,- 
949,218. 

Counteracting, at least partially, 
network time losses will be the 
increased revenue derived from 
the spot sales department. Spot 
sales for 1948 were up 13% over 
1947; the first quarter of this year 
showed an even greater gain over 
the corresponding period in 1948. 

In discussing billings, Mr. Tram- 
mell commented on Columbia’s an- 
nouncement that its first quarter 
billings for 1949 are up 8% over 
last year. “If you study the figures, 
you will note this brings Columbia 
up to where it was during the 
first quarter of 1945,” he said. 


a The NBC president also called 
attention to the fact that five major 
shows which switched to CBS this 
season are rating from 6 to 46% 
lower than their corresponding 


To Fred Gamble, 
Marion Harper, Jr., 


the Hoyts... or YOU: 


@ You've seen some of this agency v.p.'s 
good work. He’s your type of well-rounded 
executive-contact man (38) of proved 
ability. Now well established, but wants 
to take on greater responsibilities and 
opportunities (in large or medium-sized, 
Erwresve organization). Prefers another 

-Y. 4-A, but will consider right spot 
anywhere from Boston to Atlanta, Chi- 
cago to Texas. Unusually broad 18-years 
experience includes operation of own 
agency 6 yrs., copy, research direction, 
media, production, merchandising, ad di- 
rector, radio station work, news and 
trade paper editing, publicity and public 
relations. 

Co-ordinates planning to get and keep 
accounts. At home in consumer, produce! 
or institutional fields. Somewhere there's 
an important position awaiting this man 
. . » possibly even outside advertising. In 
writing, please describe opportunity. 

Box 7356, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
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600 WEST VAN BUREN ST. * CHICAGO 7 


Phone State 2-5367 
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ooperating scores on NBC a year 

‘0. 

The ratings for January-April: 
in 1948 — ts aa Loss 


nos *n’ Andy 23.1 26% 
b Hawk 15.1 143 5% 
ck Benny 26.2 24.2 8% 
ck Carson 15.1 8.2 46% 
( -zie and Harriet* 9.7 8.4 13% 


*These figures are for their last two 
»oper-rated NBC broadcasts in March, 
49, compared with their first two 
»oper-rated CBS broadcasts in April, 
49. 

Editor’s Note: Average evening Hoop- 
« atings for January-April, 1949, are run- 
r ng slightly below the average for Jan- 
vuary-April, 1948.) 


e Unlike some broadcasting ex- 
ecutives who admit their discom- 
fort at having to operate radio and 
television simultaneously, Mr. 
Trammell believes AM and TV 
will continue to prosper alongside 
each other. 

“Sound broadcasting will be a 
great service to the public and an 
effective advertising medium for 
many years to come,” he asserted. 
“It will take TV years to achieve 
the circulation enjoyed by radio.” 

“In fact, it is questionable 
whether it will ever be as univer- 
sally distributed as radio. Little 
towns can’t afford television in the 
immediate future. But the impact 
of television—the sponsor identifi- 
cation on the Texaco show is phen- 
omenal—will make up for the lack 
of circulation.” 


Nobody Profits from 
Over-Priced Radio 


Talent, Says Sarnoff 


New YorK—Radio Corp. of 
America’s Board Chairman David 
Sarnoff last week told RCA stock- 
holders why National Broadcast- 
ing Co. chose not to compete with 
Columbia Broadcasting System in 
capital gains bids for comedians. 

“Doubtless you have been read- 
ing of recent ‘talent raids’ on 
NBC,” he said. “We could have 
matched the millions involved in 
such skyrocket bidding had we 
been indifferent to the interests 
of our stockholders, artists and 
clients. 

“We believe time will show there 
is no profit to the network, spon- 
sor or artists in the purchase of 
over-priced talent packages. Com- 
mercial program costs must be 
measured by what radio is able to 
deliver to advertising sponsors. 
According to recent trade reports, 
some of the so-called ‘assets’ pur- 
chased in these talent raids are 
dwindling. 

“Leadership built over the years 
on a foundation of solid service 
cannot be snatched over-night by 
buying a few high-priced come- 
cians. Leadership is not a laughing 
matter,” Mr. Sarnoff said. 

RCA’s gross income for the first 
quarter of 1949 is a “little better” 
than that of the corresponding per- 
1 last year, he added. The board 
airman reported a gross income 
$357,617,231 and a net of $24,- 
2,047 for 1948. This compares 
\ ith a gross of $314,023,572 and a 
n t of $18,769,557 for 1947. 


F .ur Appoint Sherman 


3enson M. Sherman, Inc., San 
F aneisco, has been named to han- 

‘the advertising of Purcell Bros., 

dliance dealer; Jones Resilient 
F »ors Mfg. Co.; Chris Pederson 
| noleum Co., and Armstrong U- 
ive. George Stewart has been 
med art and production manager 
the agency. 


! 3DGA Groups Plan Meeting 


‘More Sales-Better Service-Less 
pense” is the theme of the 25th 
nual mid-year convention of the 
re management and personnel 
yups of the National Retail Dry 
ods Association to be held May 
-26 at the Hotel Statler, Cleve- 
id. 


BT Promotes Walker 

Larry Walker, program director, 
s been named assistant general 
anager of WBT, Charlotte, N. C. 
e has been with the station since 
143. 


T 


BUCKLEY GETS AWARD—Homer J. Buckley (second from left), head of Buckley 
& Associates, Chicago direct mail counsel, receives the first annual award of the 
Direct Mail Advertising Club of Chicago from William Woods, president of the 
National Research Bureau, as S. DeWitt Clough, board chairman of Abbott 
Laboratories (left) and James A. Clarke of LaSalle Extension University and pres- 
ident of the Chicago club (right) smile their approval. The plaque reads “to Homer 
J. Buckley (the daddy of direct mail advertising) in recognition of his outstanding 
services and contributions to the development and growth of direct mail advertising.” 


Sunkist’s Valencia 
Orange Advertising 
Has Lower Budget 


Los ANGELES—The major por- 
tion of the Sunkist advertising 
campaign for Valencia oranges this 
summer will be placed in news- 
papers, with first insertions break- 
ing in June and running through 
to September, according to Rus- 
sell Z. Eller, advertising manager 
for California Fruit Growers Ex- 
change. 

A total of 383 papers in 272 mar- 
kets will be used. Color pages 
will appear in Life and The Satur- 
day Evening Post, June through 
September. The Post schedule is 
comprised entirely of back covers. 
Television will be tested in the 
Los Angeles market through use 
of spots. This will be the first time 
Sunkist has used the medium. 

Sunkist appropriations are on 
a per case basis, and as a result 
of the loss sustained in the Janu- 
ary freeze (AA, Jan. 31), it will 
be operating on a smaller Valen- 
cia budget than has been the case 
for many years. Total estimated 
expenditure is $724,000, about 
$310,000 less than in 1948. 


w As has been true for several 
years now, the exchange is faced 
with a heavy volume of small 
oranges. The small-size fruit being 
the least expensive, copy will 
stress the economy of this size. 
Also stressed will be the “fresh” 


theme, pointing out that “all the 
flavor and all the health” is found 
only in fresh oranges. 

Newspapers will be used to 
feature current copy of immediate 
interest to consumers. Magazine 
copy will push the exchange’s long- 
range educational policy and fea- 
ture health uses of oranges and 
the superiority of fresh fruit. 

The Sunkist Dealer Service, 
which has been a strong point of 
the exchange’s promotion since 
1915, will be continued at full 
strength, with a staff of 39 mer- 
chandising men calling on the trade 
and assisting retail and wholesale 
dealers in planning display and 
merchandising. Point-of-sale ma- 
terial will be offered to dealers as 
usual. Foote, Cone & Belding, Los 
Angeles, handles advertising for 
Sunkist. 


St. Regis Paper Picks 
AF-GL for Its Account 


St. Regis Paper Co., New York, 
has transferred its $500,000-a-year 
advertising account from Robert 
F. Branch, Inc., (AA, May 2), to 
Albert Frank-Guenther Law, New 
York. 

AF-GL has been handling pub- 
licity for St. Regis. 


G-E Appoints Van Voorhis 


Steven C. Van Voorhis has been 
named manager of advertising and 
sales promotion of the newly 
formed Michigan district of the ap- 
paratus department of General 
Electric Co. For the past six months 
he has been in G-E’s home office 
in Schenectady. 


Four A’s Adds Two 


Martin R. Klitten Co., Los An- 
geles, and M. Belmont Ver Standig, 
Washington, D. C., have been 
elected to membership in _ the 
American Association of Adver- 
tising Agencies. 


F&S&R Appoints Holmes 


Calvin R. Holmes, formerly with 
Montgomery Ward & Co. and 
Kreicker & Meloan, Inc., has been 
named an account executive of 
Fuller & Smith & Ross, Chicago 
office. 


Mimi Brooks Joins Lancaster 


Mimi Brooks, for the past 14 
years with Reporter Publications, 
New York, has joined Lancaster 
Advertising, New York, as an ac- 
count executive. 


To Deutsch & Shea 
Federal Video Corp., New York, 

1as appointed Deutsch & Shea, New 

York, to handle its advertising. 


Se ee 


~The 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


SUCCESSFUL NATIONAL 
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1. Canton, subject to all the smoke and soot and grime Ss 
that go with a busy, heavily populated, industrial center, ~ 
is a good place to sell soap. Particularly so, because & 


Canton’s water supply is extremely hard (28 grain). 


2. Canton is a rich, stable market—over 200 diversified 
industries with eight of the world’s largest among them, 
shopping center for Ohio’s most thickly populated farm 


area. 


3. Easy to sell—the Canton Trading Area is a one news- 
paper market, where buying habits of 74,000 families 
are influenced daily and Sunday by The Canton Repository. 


Get complete details, call in Story, Brooks and Finley. 
*Sales Management Survey “ 
of Buying Power, 1946 4 


ALL, BUSINESS 


ADVERTISERS 
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100% COVERY», 


A Brash- Moore NEWSPAPER 


iS LOCAL 


a. 


DOES She 


wl 


DOESN'T READ ENGLISH... 


READ YOUR ADVERTISEMENT? 


Like many Filipinos, 


Mrs. Lozada, doesn't read 


leading afternoon newspaper, and the LIWAY- 


English. She comes from Cebu City on the is- 
land of Cebu, in the rich Visayan region and 
speaks Cebuano, a Philippine dialect. Her fa- 
vorite weekly magazine is BISAYA, printed in 
her own language. 


BISAYA covers Eastern Visayas and the major part 
of Mindanao, second biggest island of the Phil- 
ippine group. This rich area is composed of six- 
teen provinces including the vital port of Cebu 
City. This region is the second most important 
Philippine market. 


But there are other important markets to consider, 


lications among which are the EVENING NEWS, 


areas where different dialects are spoken. BI- 
SAYA is only one of nine RAMON ROCES pub- 


Consult your advertising agency or write for fur- 
ther details to our United States Representative: 
ALBERT CAPOTOSTO, 270 Park Avenue, New 
York City, Murray Hill 8-4777. 


WAY, leading Tagalcg weekly. The others are 


printed in native dialects. 


Together they make 


up the only group to reach effectively Filipino 
buyers from the northernmost part of Luzon down 


to Mindanao. 
vers them all by dialect 


The RAMON ROCES Group co- 


sectors and buying 


groups with a readership of over 2,000,000. 


issue one space contract, supply English mats or 
cuts and your advertising will appear in the lead- 
ing English evening paper and the dialects in all 
important Philippine markets. 


Ramon Roces Pusucarions - 


“MANILA © PHILIPPINES 


g he Evening News e The JEvening News {ater tcvday MAGALINE 
LIVAY WAY Bannawag -BihayZ HILIGAY NON + KISLAP 
; PARUPARO ¢ Piljaino KOMIKS 
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ANAN Reveals 
Clients’ Names, 
Survey Results 


(Continued from Page 57) 
separate-ownership basis the num- 
ber of advertisers becomes 27. 

Nearly one-fifth of the total are 
13 items of American Home Pro- 
ducts, Inc., and subsidiaries: Biso- 
dol, Burnett’s vanilla, three Chef 
Boy-ar-dee foods, Clapp’s baby 
foods, five Duff's mixes, G. Wash- 
ington coffee, and Kolynos tooth- 
paste. 


Artistic Foundations is repre- 
sented by Flexees All-in-Ones, 
bathing suits, bras and girdles. 


ws American Tobacco’s lone entry 


was Lucky Strike, but Armour has 
seven—three meats, Chiffon soap 
flakes, Dash dog food, Perk soap 
and Star lard. Best Foods is listed 
for H-O oats and Presto cake 
flour; General Mills for Pyequick. 

In addition to Luckies, Camel 
and Philip Morris cigarets also 
have been ANAN advertisers. 

So is Pluto Water. 

The three largest distillers are 
represented by 14 products: Na- 
tional by Gilbey’s gin, Gilbey’s 
Scotch, and Mount Vernon and PM 
blended whiskies; Schenley by 
Blatz beer, Cream of Kentucky, 
Golden Wedding, Schenley Re- 
serve and Three Feathers Reserve 
whiskies; Distillers Corp.-Seagram 
by Calvert Reserve, Carstairs 
White Seal, Four Roses and Sea- 
gram’s 7-Crown whiskies. These 
four Seagram lines, and several of 
Schenley, are marketed by separ- 


FOR SAMPLES AND PRICE LIST 
“Writeor Pheee 
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HOUSEWIVES 
Respond to 


Hy dl A | 
V Ook 
Underline the word RESPONSIVE in 
Newspaper the list of adjectives describing the 
prosperous Worcester Market. On 
Offer January 5th this year, these news- 
papers offered for sale a 96 page 
book containing 750 household hints 
gleaned from Peggy Wood’s Women’s Exchange 
column, an exclusive feature of the Worcester 
Telegram. The response was overwhelming! The first 
printing sold out in a few days. First month’s sales alone 
totalled 10,000. To date over 18,000 housewives have 
paid 25¢ each for a copy, with orders still coming in. 


This is typical of the response given to advertisers 
in this major market through the Worcester Telegram-Gazette. 
Daily circulation in excess of 140,000. Sunday over 100,000. 


th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSET 
— te 


_ GEORGE F BooTHw PubGsher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


Housewives recalling 10% or more 


of Sales Arguments 


ate “advertisers.” 

Then there are five Simoniz 
cleaning and polishing products, 
and five different frozen foods of 
Snow Crop. 

Standard Brands has used 
ANAN for Chase & Sanborn coffee 
and tea,.and Swift & Co. for fresh 
poultry, meat for babies, Swift’s 
cleanser, as well as for Endo-Pest, 
Endo-Weed and Vigoro. 

Trans World Airline 
one “product.” 


sells just 


we The 33 “ANAN agencies” in- 
clude 15 which ranked in AA’s 
$10,000,000-and-up group for 1948, 
and seven others which billed be- 
tween $5,000,000 and $10,000,000 
last year. 

The complete list is: Batten, 
Barton, Durstine & Osborn; Ben- 
ton & Bowles; Biow Co.; W. Earl 
Bothwell Co.; Decora, Inc.; Wil- 
liam Esty & Co.; Federal Adver- 
tising Agency; Lawrence Fertig, 
Inc.; Foote, Cone & Belding; Al- 
bert Frank-Guenther Law; Gor- 
don & Mottern; Grey Advertising 
Agency; L. H. Hartman Co.,; 
Hirshon-Garfield; Kastor, Farrell, 
Chesley & Clifford; Joseph Katz 
Co.; Kleppner Co.; Kudner Agency; 
Lennen & Mitchell; Lloyd, Chester 
& Dillingham; Maxon, Inc.; Mc- 
Cann-Erickson; Needham, Louis & 
Brorby; Peck Advertising Agency; 
Platt-Forbes; Knox Reeves Ad- 
vertising; Sullivan, Stauffer, Col- 
well & Bayles; J. Walter Thonipson 
Co.; William Von Zehle, Inc.; War- 
wick & Legler; J. J. Weiner Adver- 
tising; William H. Weintraub & 
Co., and Young & Rubicam. 


ws Madden asserts that the ANAN 
has done “more fundamental re- 
search in the past three years to 
help all newspapers than any 
other organization has ever done.” 

He cited the Harrisburg con- 
sumer panel study (employing a 
weekly diary technique), which 
was conducted for two years, un- 
til last December; a newspaper 
“penetration” study in Toledo a 
year ago; and the recent Daniel 
Starch report for ANAN, titled: 
“How much attention can you ex- 
pect with your national advertise- 
ments in newspapers?” This cov- 
ered 7,454 national ads in the Bos- 
ton Traveler, Chicago Tribune, 
New York World-Telegram and 
Philadelphia Bulletin during 1945, 
1946 and 1947. 


s But the Lazarsfeld “Seeing vs. 
Listening” study probably is the 
most important—and surely the 
most competitive—of all. 

This report, prepared by George 
Benneyan for presentation in slide 
film form to advertisers and agen- 
cies, is based on a combination of 
laboratory and of field research 
work last October among 700 rep- 
resentative housewives in the 
Oranges of northern New Jersey, 
and in the New York metropolitan 
area. 

The study was concerned, it was 
explained, “not merely with the 
number of people but the number 
of potential customers reached” by 
newspapers and radio. By indirect 
questions it sought to evoke 
“largely spontaneous response.” 

In one part of it, newspaper ads 
and radio commercials of “com- 
parable” linage and length were 
used for eight products: Arrid de- 
odorant, Bab-O cleanser, Blue 
Bonnet margarine, BC headache 
tablets, Chase & Sanborn cv-.ee, 


Halo shampoo, Lyons toothpaste, 
and Swans Down flour. The house- 
wives were shown one newspaper 
ad, and they heard on a phono- 
graph one radio commercial of 
each product. In each case, the 
same sales arguments were pre- 
sented. The housewife was asked 
what images passed through her 
mind when she saw and heard the 
ads. 


as Among those who could remem- 
ber 10% or more of the sales argu- 
ments, Lazarsfeld found that 62% 
remembered the newspaper and 
54% the radio arguments. News- 
papers led in all educational levels 
(75% against 58% for radio in the 
highest level) and in all three eco- 
nomic levels. 

Among current and former users 
and non-users of the products, the 
respective standings were 62-55%, 
62-53% and 62-55%—all with 
newspapers on the long end of the 
score. 

Then Lazarsfeld went into the 
“richness of associations” of men- 
tal images of the sales arguments. 
Radio led, 25% to 18% for news- 
papers, in “bare association,” but 
newspapers were ahead in “moder- 
ate to rich associations.” Low as 
well as high income people, it was 
shown, had the “richest associa- 
tion” from visual media. 

On images evoked by advertis- 
ing stimuli concerned primarily 
with the product, newspapers 
scored 79% and radio 67%. Here 
again seeing outranked listening 
among the housewives of all edu- 
cational and economic levels and 
among current, former and non- 
users of products. 


a On “amount of deliberation 
stimulated by sales messages,” 
newspapers got 42% and radio 24% 
—with the difference in favor of 
newspapers the greatest among 
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women on the lowest education.| 
level. 

The 700 women were asked io 
recall specific ads for any pro- 
ducts they had seen or heard in the 
last few days. “Because of the fre- 
quency and continuity of radio,” 
the ANAN said, newspapers at first 
stood poorly here—3,645 radio ads 
being recalled as against 1,955 
newspaper ads. 

But in “quality of attention,” 
newspapers got 59% in “favorable” 
and 6% in “probably favorable” 
for a total of 65%, while radio re- 
ceived only 18% “favorable” and 
22% “probably favorable,” mak- 
ing a total of 40%. 

“The greater distraction in radio 
listening,” the ANAN pointed out, 
obtains among groups of all edu- 
cational and economic levels and 
among users and non-users of the 
products advertised. 


® Seeing defeated listening by a 
margin of more than two to one in 
“special interest” and in “total in- 
terest” in the products and the 
sales messages for them. 

When interest was focused on 
the content of an ad, rather than 
its physical appearance, news- 
papers scored 81 to radio’s 52. 
This interest, the ANAN said, is 
enhanced by rereading and clip- 
ping of newspaper ads—respective- 
ly 57% and 53% to radio’s ob- 
vious zero. However, only 27% 
took notes from newspaper ads as 
against 30% who did so from radio 
commercials. 

Thus the combined score of 
“total effort to recall ads” was: 
Newspapers, 75%; radio, 30%. 

Of housewives who “ihought of 
the product in the recalled ad,” 
59% mentioned newspapers, 50” 
radio. Here newspapers were 
strongest -among the lowest edu- 
cational and economic groups. 

In the “clinching” factor of 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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housewives who had never before 
ed a product but would buy it 
on the strength of the sales mes- 
ges in the ads, the score was: 
Newspapers, 50%; radio, 35%. 

Dr. Lazarsfeld pointed out on 
this that “the newspapers’ show- 
ing would be even stronger if ad- 
vertisers used them with the same 
continuity and frequency as they 
use radio.” 

The presentation then compared 
costs on a 52-weeks-a-year sched- 
ule of 60, 30 and 15 evening min- 
utes on National Broadcasting Co., 
respectively, with 1,020, 630 and 
430 lines in 68 basic-market news- 
papers and 217 basic and sup- 
plementary newspapers. Radio tal- 
ent costs were estimated as 50% 
of time costs. 

Similar comparisons were shown 
for 15 minutes, five-a-week day- 
time with 680 lines a week or 
136 lines a day, and for 30 min- 
utes, five-a-week with 1,000 lines 
a week or 200 lines a day. 

The total costs for network ra- 
dio and network newspapers in 
each comparison were abcut the 
same. 


s But ANAN emphasized that 
whereas its member newspapers 
give adequate coverage in each 
market, radio usually has four net- 
work stations as well as independ- 
ent stations competing with one 
another there for audience, which 
has resulted in the division of the 
radio audience into smaller units. 

And whereas the number of AM 
radio stations in the country rose 
190% from 756 in 1940 to 2,250 in 
1947, it was shown, the number 
of daily newspapers in this period 
declined from 1,878 to 1,769. 

Newspaper circulations as a 
whole have continued to expand, 
says ANAN, but radio audiences 
have become increasingly “frac- 
tionated.” 


FRED SCHILPLIN 

St. CLoup, Mirnn.—Fred Schil- 
plin, 80, publisher of the St. Cloud 
Times and owner of Station KFAM 
and Security Blank Book & Print- 
ing Co. here, died in New York 
City where he had attended the 
American Newspaper Publishers 
Association meeting. A son, Fred- 
erick Schilplin, is manager of 
KFAM. 


Carlier Named A. M. 


of Bigelow-Sanford Carpet 
R. Richard Carlier, former ad- 
vertising manager of Jacob Rup- 
pert Brewery, New York, has been 
named to the 
newly created 
post of advertis- 
ing manager cf 
Bigelow - Sanford 
Carpet Co., New 
York. B. K. Mac- 
Laury is director 
of advertising and 
public relations. 
Mr. Carlier was 
previously adver- 
tising manager of 
Continental Can 
Co. for ten years 
and also has been associated with 
(ceneral Electric Co., handling ap- 
liance advertising, and with Con- 
lidated Edison Co. 


. Richard Carlier 


‘hicago Photo Engravers 

‘ote on New Contract 

Five hundred members of the 
‘hicago Photo Engravers Union 
vere scheduled to vote May 7 on 
roposed terms of a new contract 
vith seven rotogravure printing 
ompanies. Pending union action 
n the tentative agreement, offi- 
ials of the AFL affiliate postponed 
strike order until today (May 9). 

The union, which has sought 
vage increases and a shorter work 
veek, previously turned down a $5 
veekly increase offered by the 
lants. Terms of the new proposal 
vere not disclosed. Involved in the 
ontract dispute are Chicago Roto- 
rint Co., Neogravure Co., Alco- 
i3ravure division of Publication 
<orp., Intaglio Service Corp., Hen- 
1eberry Rotogravure Co., Acme 
Gravure Services and Gravure 


.,to write with!.... 


to light with 


always at hand 


FOR DAD—Ronson Art Metal Works is 
scheduling this ad for its Penciliter for 
Father’s Day promotion in Esquire, Life, 
New York Times Magazine, The Satur- 
day Evening Post and Time. Grey Ad- 
vertising, New York, is the agency. 


U.S. CofC Told 
Price Shakedown 
Is Satisfactory 


(Continued from Page 1) 
the preparation of an alternate 
program to that which relies al- 
most wholly on government out- 
lays, one which will set the stage 
for a great revival in private in- 
vestment.” 

Mr. Shreve exclaimed that price 
cuts will bring “overdue relief” 
to millions of consumers. 

On Thursday, Mr. Shreve ended 
two years in the chamber presi- 
dency and was succeeded by Her- 
man W. Steinkraus, president and 
chairman of the board of Bridge- 
port Brass Co., Bridgeport, Conn. 


e Harry A. Bullis, chairman of the 
board, General Mills, said that re- 
duced prices bring more consumers 
back into the market, leading the 
way to “greater volume, better 
profits and good business.” 

Mr. Bullis cautioned against any 
sharp retrenchment in spending 
programs of business. “We must 
act with full confidence in the 
future and do our part to increase 
that confidence,” he said. 

Wade G. McCargo, president of 
H. V. Baldwin & Co., Richmond, 
warned that current markdown 
sales are educating consumers to 
put off buying. He told a luncheon 
session on “Doing Business in a 
Buyer’s Market” that retail ads 
ought to tell more about merchan- 
dise and less about price. 

The chamber adopted a reso- 
lution praising advertising as “the 
most effective means of mass com- 
munication available to industry, 
business and the public” and “an 
instrument of public service 
(which) should be employed to 
bring about increased public un- 
derstanding of economic affairs.” 

“It is essential,” the resolution 
said, “that the commercial and 
economic value of advertising be 
acknowledged and its key role in 
the future economy of this nation 
realized. 

“It must be alert to detect acti- 
vities within or without its field 
which would reduce its value to 
business and the public. By con- 
stant self-improvement, it can pre- 
pare for still greater achievements 
and contributions to the national 
welfare.” 

A special “Certificate of Tribute” 
was awarded to the Printing In- 
dustry of America. In presenting 
the award, Mr. Shreve stressed 
the prominent role of “small enter- 
prise” in printing. 


It's Kasten Not Kaspen 

John G. Kasten, who was elected 
lst vice-president of the Eastern 
Industrial Advertisers Association 
recently, was erroneously called 
Mr. Kaspen in the April 18 issue 


Last Minute News Flashes 
Big 13-Week Rum Newspaper Drive Scheduled 


New YorK—A $100,000, 13-week campaign in newspapers of key cities 
throughout the country will be launched next month by Puerto Rico 
Industrial Development Co., through McCann-Erickson. The campaign, 
just decided, will be part of the Puerto Rican rum promotion program, 
for which $1,000,000 will be spent in 1949 by this company through Mc- 
Cann, and $500,000 additional will be used in the first half of this year 
for individual rum brands. A magazine and business paper series began 


in April. 


Lipton Announces Special Iced Tea Drive 

HosBokEN, N. J.—Thomas J. Lipton, Inc., will launch an iced tea 
campaign during June and July using spot announcements on 188 
stations, Parade, This Week Magazine, other national magazines not 
yet announced, farm papers and Sunday comics. Ads will introduce a 
special mystery offer. Young & Rubicam, New York, is the agency. 


George Otis Named Erwin, Wasey Research Head 


New YorK—George G. Otis has been named director of research of 
Erwin, Wasey & Co. He formerly was assistant to the vice-president 


of Audience Research. 


Butz Joins Lennen & Mitchell 


NEw YorK—Winston O. Butz will join Lennen & Mitchell today as 
an account executive. For the past 12 years he has been with Benton & 
Bowles, Kudner Agency and Ruthrauff & Ryan. 


Forjoe Names Howard Sales Manager 


New YorK—Bernard Howard, formerly sales account executive for 
the eastern division of Forjoe & Co., has been named sales manager. 


Kintner Says ABC 
Expects Hollywood 
to be TV Capital 


HoLLywoop—With an estimated 
expenditure of $3,500,000 in Holly- 
wood and a total network expend- 
iture of $6,500,000 for television, 
ABC is showing that it anticipates 
the film capital will be the nation’s 
television center, with its own 
planning based on over 50% of 
programming originating here, 
Robert E. Kintner, executive vice- 
president, told a press conference 
last week. 

The name of 20th Century-Fox 
cropped up frequently. Kintner 
said there has been no renewal of 
negotiations with the studio for 
sale of the network, but revealed 
ABC has signed to use the Fox 
Movietone newsreels for TV use, 
and expressed the hope that 20th 
Century continues “as cooperative 
as they are now.” 

When the 20-acre Vitagraph lot, 
which was purchased to become 
“Television Center,” is converted 
for TV use, it will function as a 
motion picture production studio, 
he said. Among the first shows to 
be filmed will be “Bride and 
Groom.” 


a Turning to radio, Mr. Kintner 
said he expects radio will have the 
same rates for the next ten years, 
and will return the same rate of 
profits. Losses of Crosby and 
Groucho Marx to CBS are only 
intensifying ABC’s efforts to build 
shows advertisers will buy, he in- 
dicated. 

Such shows can’t exceed $7,500, 
and the closer to $5,000 the better, 
he said. This means avoidance of 
high-price talent and the develop- 
ment of unknowns; accent must be 
on ideas rather than stars, he said. 

On his way to the opening of 
ABC’s KGO-TV, San Francisco, 
Mr. Kintner revealed that KECA- 
TV, Los Angeles, will bow late this 
summer. The Los Angeles station 
will open with a ten-hour daily 
schedule (2:00 p.m. to midnight) 
five days a week. Before that, on 
May 17, WJZ-TV, New York, will 
expand its programming to include 
daytime hours, with other net 
owned stations following suit, Mr. 
Kintner disclosed. 


129,602 TV Sets in Chicago 


The Electric Association reports 
that as of March 31, 1949, there 
were 129,602 television receivers 
installed and in use within range 
of Chicago television broadcasting 
stations. As of Feb. 28, 1949, the 
manufacturers and distributors re- 


ported to the association that there 
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BBDO Survey Sees 
Long, Happy Future 
for Radio and Video 


New YorkK—Television will be 
more important than radio by the 
end of 1954, but radio will not die 
as did silent movies. 

This was a major finding in a 
Batten, Barton, Durstine & Osborn 
TV survey made public today 
(May 9). Less than 35 broadcast- 
ing, advertising, agency, financial 
and trade paper executives were 
covered in the sample. 

Sixty per cent were convinced 
that video would surpass radio by 
the end of 1954; 87% felt radio, 
even in the age of television, will 
continue as an important advertis- 
ing medium. Ten per cent say TV 
means radio’s doom. 


w Other opinions voiced by the 
group: 

Eighty per cent agree TV time 
and facilities will cost more than 
radio’s; 10% said costs would be 
about the same. The remainder 
didn’t know. 

Program costs on telecasts will 
be higher than those on broad- 
casts was the majority (63%) 
opinion. A 50% increase was men- 
tioned more frequently than any 
other figures. 

Despite high costs, 58% saw ad- 
vertisers using television on the 
radio pattern of “once a week.” 

Video manufacturers reported 
that TV already is more important 
from their point of view than ra- 
dio. 

Advertisers wil! use both radio 
and television, 73% said, but 27% 
believe they will do su only tem- 
porarily, with the former even- 
tually losing out in the battle for 
sponsors’ dollars. 


Fort Quits ‘Coronet’ 


William Fort, for the past two 
years advertising director of Cor- 
onet, resigned last week because 
of difference of opinion on busi- 
ness management and operating 
policies for Coronet in the future, 
according to Mr. Fort. 


Pal Starts Weekly TV Show 


Pal Razor Blade Co., New York, 
has begun sponsoring “The Pal 
Headliner,” a specially produced 
five-minute television film on the 
top news story of the week, on 25 
ABC stations. Al Paul Lefton Co. 
handles the account. 


RTRI Appoints Huber 

E. J. Huber, commercial man- 
ager of KTRI, Sioux City, Ia., has 
been named general manager, suc- 
ceeding Dietrich Dirks, who has 
disposed of his interest in KTRI 
to operate a new station in Sioux 


ABC Offers Video 
Users Rebate, 
Free TV Recordings 


New YorK—American Broad- 
casting Co. has issued a new tele- 
vision rate card providing for an 
annual rebate of 124%%—equal to 
that of ABC radio. The new net- 
work rates, which contain no gen- 
eral increases, are effective May 
15. ABC’s current annual TV re- 
bate is 74%. 

An important change in the new 
card is the basing of discounts— 
applicable to all time classifica- 
tions, day and night—on the 
amount of time used per week ra- 
ther than on frequency of usage. 
A sponsor of a daytime 15-minute 
program will receive the same dis- 
count as a sponsor of a nighttime 
15-minute telecast. 

Rates will be figured on the fol- 
lowing percentages of the hourly 
rate: 60 minutes, 100%; 45 min- 
utes, 80%; 30 minutes, 60%, and 
15 minutes, 40%. 


m Under the revised schedule 
(ABC-TV’s Rate Card No. 2), a full 
evening hour of Class A time on 
a 35-station hookup costs $10,420. 
The network rate still is obtained 
by totaling the rates of individual 
stations used. Under Rate Card 
No. 1, an hour of Class A time on 
the 20 stations listed costs $6,270. 

Advertisers buying time under 
the rates will receive, without 
charge, enough video recording 
prints to cover all non-intercon- 
nected stations used, regardless 
of the number. Advertisers oper- 
ating under Rate Card No. 1 are 
furnished, without charge, with 
one video recording print for each 
two non-interconnected stations 
used—providing they carry at 
least six such stations on at least 
a two-weeks delayed basis. 


# Also in the rate: innovations 
category is the General Mills- 
ABC-TV contract for the “Lone 
Ranger” television series. Its pro- 
visions are said to include a two- 
year guarantee on the rate sched- 
ule, as of June, together with a 
two-year non-cancelable clause. 
The standard protection period to 
advertisers is six months. The 
“Lone Ranger” film series will 
bow in September as a part of 
ABC’s Thursday night powerhouse 
lineup. Time, Inc.’s “Crusade in 
Europe” and Lorillard and Admi- 
ral’s “Stop the Music” premiered 
last Thursday (May 5). 
American’s unprecedented guar- 
antee to General Mills and its in- 
creased annual rebate to sponsors 
both are viewed as a part of the 
network’s over-all strategy to in- 
terest big advertisers in television 
at a time when many feel that TV 
program costs are not in keeping 
with its circulation limitations. 


Wrigley’s Canadian Unit 
Introduces ‘P-Quettes’ 


The Wm. Wrigley Co., Canadian 
subsidiary of the U.S. gum manu- 
facturer, has launched a new 
candy-coated gum on the Canadian 
market. Distribution of the pro- 
duct, P-Quettes, is being restricted 
to the Quebec province for the 
time being. Advertising, through 
James Fisher Co. Ltd., Toronto, in- 
cludes newspaper space, radio an- 
nouncements, outdoor posters and 
street car and bus cards. 

P-Quettes are similar to Wrig- 
ley’s candy-coated P. K.s, which 
are widely distributed in the 
United States and also are return- 
ing to the Quebec market later 
this month. 


Silex Plugs New Steam Iron 


Silex Co., Hartford, Conn., has 
announced a new improved Silex 
steam iron in three New York City 
newspapers and the Newark News 
and will advertise the iron in 
newspapers in selected markets 
until national media are used next 
fall. Alley & Richards, New York, 
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Brand Names Elects Christie 
John R. Christie, of Dan B. 
Miner Co., Los Angeles, has been 
elected to the board of directors 
of Brand Names Foundation, New 
York. He will represent the foun- 
dation in the 11 western states. 


Elects Kress President 

John A. Kress has been elected 
president of Whitmier & Ferris 
Co., Buffalo, outdoor advertising, 
succeeding the late Dr. Peter 
Cornell. Mr. Kress has been with 
the company since 1924. 


Appoints Dunay & Rader 

Maternatogs, Inc., New York, 
manufacturer of maternity sports- 
wear, has appointed Dunay & Ra- 
der, New York, to handle its ad- 
vertising. 
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Artists like the way 
we faithfully match 
their colors 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


Improved Waxtex 
to Have Increased 
Budget This Year 


(Picture on Page 1) 

MENASHA, Wtis.—Marathon 
Corp.’s Waxtex paper is now 
“pressure-waxed,” and the com- 
pany claims this makes Waxtex 
much more air resistant than other 
leading brands. 

This, plus claims that the pro- 
duct is more tear resistant, more 
transparent and is “locked” in the 
box, will be stressed in Marathon’s 
new promotion drive. The cam- 
paign includes monthly two-color 
ads in Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, This Week 
Magazine and Today’s Woman; a 
full-color page in The Saturday 
Evening Post June 18 (the first 
such color ad ever run for a waxed 
paper, it is claimed), and a wide 
variety of dealer aid materials. 
This advertising calls for a 50% 
budget increase over last year. 

Marathon used a novel device 
last week to let dealers know about 
the campaign. The merchandising 
story was wrapped up on a single, 
long 35’ sheet of paper (not waxed) 
and sent out as a roll in a regular 
Waxtex container. 

LeVally, Inc., handles the ac- 
count. 


Appoints O’Rourke Agency 

The Highway 50 Association has 
appointed John O’Rourke & As- 
sociates to handle its advertising. 
Initial promotion will feature the 
El Dorado Gold Rush Centennial 
Days from June 4-12. 


Kirby Quits KSFO, KPIX-TV 

Keith Kirby, program director 
of Stations KSFO and KPIX-TV, 
San Francisco, has resigned, ef- 
fective June 1, to form his own 
television talent, production and 
sales organization. 
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buying. 


greatest home delivered 
Northern California 


YOU'VE MISSED IT . 


gst. Nd a 


IN METROPOLITAN 


OAKLAND 


——=if your sales message isn’t being directed 
through the Oakland Tribune. 


Alone covering this huge, lucrative market, The 
Tribune reaches more of the people that do the 


With 7 out of every 10 newspapers being delivered 
to the homes, The Tribune, since 1939, has had the 


daily city circulation in 


Caklandi0£Tribune 
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— CRESMER.& WOODWARD, INC. 
] Representatives Including Sunday Magaz 


NEWS TELLS TIMES—It must have been 
an interesting story that held the atten- 
tion of Harold Hall, left, business man- 
ager of the New York Times, as he 
listened to Thomas J. Cochrane, right, 
advertising director of the New York 
Daily News, while Harold A. Stretch, 
center, president and publisher of the 
Camden Courier-Post, looks on. The gen- 
tlemen were relaxing after the annual 
meeting of the American Newspaper Ad- 
vertising Network held April 24 at the 
Waldorf-Astoria. 


Hixson-O’Donnell 
Now Morey, Humm 
and Johnstone 


New YorK—Effective June 1, 
the name of Hixson-O’Donnell Ad- 
vertising, Inc., New York, will be 
changed to Morey, Humm & John- 
stone, Inc. The change in name, fol- 
lowing the retirement of Robert 
Hixson and Julian O’Donnell of 
Los Angeles as directors of Hix- 
son-O’Donnell, New York, does 
not affect the agency’s personnel, 
service or location in New York. 

Sylvester M. Morey continues 
as president. Llewellyn B. Van 


Doren, former vice-president and 


~s “ 


|] 
Albert 


Humm 


S. M. 
Morey 


Muriel 
Johnstone 


radio director, has been appointed 
executive vice-president. Albert 
W. Humm continues as vice-pres- 
ident in charge of the home ap- 
pliance and utility division and 
Muriel E. Johnstone as vice-pres- 
ident in charge of the agency’s 
Rockefeller Center office. 

The agency was organized in 
1941 with three accounts and 11 
employes and today has a per- 
sonnel of 42 and more than 30 ac- 
counts. 


Korchnoy Heads Hat 


Research Foundation 
E. A. Korchnoy, former co-pub- 
lisher of Esquire’s Bridegroom 


and sales promotion and merchan- 
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dising director of 
Apparel Arts, 
Coronet and Es- 
quire, has been 
elected president 
and executive di- 
rector of the Hat 
Research Foun- 
dation. 

Harry McLach- 
lan, president of 
H. McLachlan & 
Co., who has 
been president of 
the foundation for 
the past four years, becomes chair- 
man of the board. David H. Har- 
shaw, president, John B. Stetson 
Co., has been elected vice-chair- 
man of the board and Warren S. 
Smith, secretary, was elected sec- 
retary and treasurer. 


E. A. Korchnoy 


Perkins Appoints Hayhurst 
Perkins Paper Products, Mon- 
treal, has named the Montreal of- 
fice of F. H. Hayhurst Co. to han- 
dle its advertising. A trade cam- 
paign has been planned to promote 
napkins, paper tablecloths, cups, 
shelf paper, wax paper and paper 
towels. A consumer campaign for 
Rap-Rite wax paper also has been 


planned. 


Roper Survey Cites 
Attendance Quality 
of Industrial Shows 


New YorK—Although 95% of vis- 
itors to the third materials han- 
dling show held in Philadelphia 
last January reported they found 
equipment at the show of value to 
their companies, only 54% said 
they attended the show with the 
idea of looking at specific equip- 
ment. This was reported last week 
after a survey conducted by Elmo 
Roper in cooperation with the 
American Society of Mechanical 
Engineers. 

The survey, one of the most 
penetrating studies ever taken in 
the industrial exposition field to 
determine the quality of attend- 
ance and its value to 2xhibitors, 
was announced by Clapp & Poliak, 
Inc., exposition management firm. 

The survey was designed to give 
sales promotion executives a stand- 
ard of measurement of audience 
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for industrial shows compara 
to the Audit Bureau of Circui .- 
tions in publications, and Hoop: r, 
Nielsen, et al., in radio. 

Conducted by mail, the Roy 
survey covered 10,164 show v 
itors. This included every visit 
except exhibitors and their re 
resentatives and local college a 
high school students. A total » 
2,842 replies was received. 


ama ts t #& 


NAB Issues 4th Chapter 
of Television Study 


The National Association of 
Broadcasters has published te 
fourth chapter of “Television, a 
Report on the Visual Broadcasting 
Art.” This new chapter is on the 
building of a television plant and 
contains a formula chart which 
helps to calculate the space needed 
for any type or size of station. Also 
included are sections on the selec- 
tion of sites for transmitters and 
studios; the size and design of 
transmitter and programming 
plants; tower heights and locations, 
etc. 


Gaithoum 


a 
Ghithorn FOR AD-SETTING 
Mi bsthows FOR ENGRAVING 
Ghithorn FOR PRINTING 


400 North Rush Street * CHICAGO 11 © ILL. 


Corporation 


Telephone WHitehall 4-2300 


FOR PRODUCT INDENTIFICATION 


Apply trade names, trade marks, ee 
a wr ene : 
FOR PRODUCT ADVERTISING | 
Put sales messages directly on product for self-selling 
at point-of-sale. Pate me Senet eee, : 
FOR PRODUCT INSTRUCTIONS 
Apply diagrams and instructions on product fer ‘ 
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‘Parade Shows 


Result of Local 
Tie-in Concept 


Cuicaco—This week Parade put 
into the mail to advertisers and 
agencies a 54-page book which it 
hopes will help to develop a new 
concept of local-national advertis- 
ing cooperation, without the need 
for advertising allowances. 

The book, which is primarily the 
work of Lionel B. Moses, Parade 
vice-president, is ““Partnership—A 
Case History Reported by Parade.” 
It is a report of a color spread 
for Alexander Smith & Sons Car- 
pet Co. which appeared in the eb. 
27 issue of Parade, and of the tie- 
ups from local furniture stores 
and furniture departments which 
appeared in various newspapers 
distributing Parade on the same 
day. 

The ad was one of the current 
series of Smith ads featuring in- 
dividual decorator service for 
housewives and their families, and 
the local tie-up operation was in 
the nature of a test. Asserting that 
the actual number of lines of ad- 
vertising which retailers bought 
in newspapers distributing Parade 
to tie up with the Smith spread is 
impossible to determine exactly, 
the book says: 


s “Advertisements devoted ex- 
clusively to Alexander Smith rugs 
and direct tie-ins with Parade 
totaled more than 20,000 lines, plus 
an additional 14,000 lines featur- 
ing Alexander Smith rugs. In other 
words, retailers bought from our 
distributing papers just 20 times 
the linage this manufacturer 
bought from Parade—and there 
was no advertising allowance.” 

More important than the actual 
volume of tie-up promotion, Par- 
ade believes, is the demonstration 
that an effective partnership can 
be developed between a Sunday 
newspaper magazine and its dis- 
tributing newspapers to the point 
where not only they, but national 
advertisers and retail outlets, can 
benefit mutually. 

The base of the tie-in idea is, 
as Mr. Moses expresses it, the fact 
that the objective of a national ad- 
vertising campaign is to sell mer- 
chandise owned by retailers—not 
to sell anything owned by the ad- 
vertiser. The national advertiser's 
copy, he insists, is not designed di- 
rectly to make factory sales but 
to move the merchandise which 
has already been purchased by the 
advertiser’s dealers. 


® If this premise is accepted, he 
Says, and the magazine is merchan- 
sed as part of the newspaper 
‘ith which it is distributed, “then 
e advertising, put there to sell 
retailer’s merchandise, is in the 
me publication he uses when he 
1ivertises to sell that same mer- 
 andise.” 

Advertisers and their salesmen,” 
Sys the book, “and salesmen on 
e newspapers’ local advertising 
iffs can merchandise this more 
fectively than they have ever 
en able to merchandise any ad- 
rtising in the past...The dis- 
| ibuting newspaper will get more 
'e-in advertising, retailers will 
£-t more help from national ad- 

rtising campaigns, and manu- 
! cturers will get more sales pro- 

iction per advertising dollar.” 
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This type of effective national- 
! tail cooperation can be achieved, 
wever, only when the national 
vertising “gives the retailer a 
rse to ride on.” From this stand- 
int, the Alexander Smith cam- 
ign, prepared by Anderson, Davis 
Platte, was excellent. Featuring 
ara Dudley’s home decorating 
rvices and a “Colorama” booklet 


one 
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Wish you could fix up your own room? 


See These “Before and After” Pictures 
in Beatuiful Color in Today's— 


PARADE magazine section 
(PAGES 14 ond 15) 
Imagine How Attractive Your Home Could Be! 


Let os tell you how te get your very own Clara Dudley Pian —FREE! 
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RETAILERS JUMP IN—Some of the retail tie-ins secured by distributing newspapers 
in connection with an Alexander Smith carpet ad in Parade. No advertising allow- 
ances were involved. 


offer, it enabled retailers to de- 
velop tie-ins like this 2” ad which 
appeared in the Wisconsin State 
Journal: 

“Free! Clara Dudley’s color-idea 
book ‘Colorama.’ Read about Clara 
Dudley’s services in the Alexander 
Smith advertisement on pages 14 
and 15 in today’s Parade Maga- 
zine supplement. Bring the coupon 
to Lasher’s...” 

No formal plan for developing 
such tie-ups is presented in the 
book, which is devoted primarily 
to reproductions of tie-in ads in 
various papers, letters from dis- 
tributing newspapers detailing 
their experience and _ reactions, 
etc. When suitable advertising is 
planned, and Parade is advised in 
time, it informs distributing news- 
papers of the local tie-up pos- 
sibilities. The rest is up to them. 


WHLI Names Strauss, Rieger 


Joseph W. Strauss, formerly a 
salesman with Cyman-Tavannes, 
watch manufacturer, has been 
named an account executive in the 
sales department of Stations WHLI 
and WHLI-FM, Hempstead, L. I. 
Dorothya C. Rieger, formerly in 
the news and sales promotion de- 
partments of WCBS and WCBS- 
TV, has been appointed assistant 
to Arthur E. Paterson Jr., director 
of public affairs. 


Bemberg Spending 
$100,000 on Summer 
Rayon Promotion 


New YorK—American Bemberg 
Corp., producer of rayon yarn, 
is spending about $100,000 this 
spring and summer promoting the 
coolness and fashion of sheer fab- 
rics made of Bemberg rayon. 

The promotion is being sup- 
ported by more than 10 manu- 
facturers of the yarn and a large 
number of stores. Theme of the 
campaign is “Sheer Magic.” Bem- 
berg ads on this particular pro- 
motion are appearing in Life, New 
York Times Magazine, Vogue and 
Vogue Pattern Book in addition to 
six business publications. 

The company has distributed a 
promotion kit designed for store- 
wide merchandising to 7,000 stores. 
Abbott Kimball Co., New York, 
is Bemberg’s agency. 


Parker Pen Starts Drive 

Parker Pen Co., Toronto, this 
month is announcing its new Park- 
er “51” pen from coast-to-coast in 
Canadian magazines and the roto- 
gravure sections of French week- 
end papers. Walsh Advertising Co., 
Toronto, is the agency. 


Newest Ammoniated 


Powder, Dentammo, 
Launched in N. Y. 


New YorK—This week, Jamco 
Co., for the past 20 years manu- 
facturing chemist specializing in 
vitamin manufacture, will get out 
its first mailing piece to 15,000 
dentists in the New York area on 
the results of clinical tests on its 
new ammoniated tooth powder, 
Dentammo. 

The company, which has devel- 
oped the powder over the past 
year, claims Dentammo contains 
the highest carbamide content, 
28%. Amm-i-dent contains 22%. 

The powder, which sells for 59¢, 
has been test advertised in the 
Brooklyn Eagle, Long Island Press 
and New York News. It has also 
been testing in Italian on WHOM, 
New York. 

Vincent J. Lynch Advertising, 
New York, is the agency. 


NBC Names Guthrie 


Robert J. Guthrie has been ap- 
pointed supervisor of contracts in 
the NBC station relations depart- 
ment. He has been with the net- 
work in various capacities since 
1940. 
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McKinsey Names Golightly 


Henry O. Golightly, formerly 
general personnel manager of 
Rheem Mfg. Co.’s ten domestic 
plants and personnel consultant 
to its foreign operations, has joined 
the New York office of McKinsey 
& Co., management consultant, as 
a consultant in the personnel man- 
agement and labor relations field. 


MARINE 

POWER 
CONSTRUCTION 
TRANSPORATITON 
AGRICULTURE 
LUMBER 


* Whatever Diesel 
market you look 
at, Diesel Progress 
covers that market 
completely. Edited 
for the purchasers 
of Diesel equip- 
ment. 


Edited ond Published by REX W. WADMAN 


2 WEST 45TH ST, NEW YORK 19, w YF 


HOW TO OUTWIT 
COMPETITION... AND 
ouTFIT 950,000 $lks 


If you make sports, business or dress apparel for men, you'll find the large Elks 


market made to order. With their median annual combined family income of 


$5,472.33, Elks can afford to dress well. And they do. For 51.9% are business 


owners... 46.1% are administrative and operating executives ... 11.6% are 


professional men. Elks are exceptional purchasers of sports togs, too—59% fish 
... 45.1% hunt...31.5% golf ...31.7% bowl. To capture the Elks market, 


schedule The Elks. 


THE 


YOU'LL SELL IT...14F YOU TELL IT IN 


MAGAZINE 


CHICAGO 
LOS ANGELES 


NEW YORK ° 
DETROIT . 


Only 4% of this huge 
payroll is earned in 
the remaining plants. 


THE PENTON PUBLISHING CO. — PENTON 


e] 


O of the metalworking industry’s 
17 BILLION DOLLAR ANNUAL PAYROLL 
is concentrated in the plants 


reached by STEEL 


STEEL’s effective coverage of the metalworking 
market enables you to concentrate your adver- 
tising in the 12,638 plants that do the bulk of 
Your advertising 
dollars are worth more in STEEL. 


the metalworking business. 


BUILDING — CLEVELAND 13, OHIO 
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O BUILD A FIRST GRADE busi- 
ness paper for specialized buyers 
you MUST first develop an editorial 

service that will capture the interest of these 
buyers to the extent that they will be 
WILLING TO PAY FOR IT. 


More than that, this editorial service 
must continue to be valuable or your sub- 
scribers will not renew. And as personnel 
and buyers are constantly changing posi- 
tions these changes must be watched, their 
successors kept constantly sold, and new 
comers to the field secured. 


There is, therefore, an ever-continuing 
obligation on the part of the PAID CIR- 
CULATION magazines to deliver an edi- 
torial service that will influence and hold 


the interest of your buyers, and attract 
more and more of them to your paper. 


Result: Audited PAID CIRCULATION 
sets up an automatic self-checking formula 


of value for both reader and advertiser. 
PAID CIRCULATION demands highest 


editorial service and HIGHEST EDITOR- 
IAL service commands paid circulation. 


This is the hard way to publish a success- 
ful first-grade business paper. The standard 
is so exacting that less than one out of every 

five business papers has qualified for ABC 
PAID CIRCULATION. It’s the only true 
measure of reader interest and reader 
interest is what makes ADVERTISING 
EFFECTIVE! 


That’s why every one of the ten estab- 


— BRAND NAME — 
MERCHANDISE 


lished Haire Publications are committed 
to the policy of PAID CIRCULATION, 
and are members of the Audit Bureau of 
Circulations. 


(Our newest magazine COSMETICS & 
TOILETRIES, purchased by us last August, 
is currently being built on a paid circulation 
basis to qualify for ABC membership.) 


When you place your advertising in a 
Haire Publication, you know you are buy- 
ing a recognized standard. In Haire F PAID 
CIRCULATION you know you are get- 
ting the reader who pays and the reader 
interest that pays off. meres 


That’s the reason why Haire Public:- 
tions have consistently gained both in 
circulation and volume of advertising. 


More Effective... because They're More Sell-ective . .. HOUSE FURNISHING REVIEW - HOME FURNISHINGS MERCHANDISING 
LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL - CORSET AND UNDERWEAR REVIEW - FASHION ACCESSORIES - INFANTS’ AND 
CHILDREN’S REVIEW - HANDBAG BUYER - LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW - COSMETICS AND TOILETRIES 


THE 


3 aA GPa eee PUBLISHING COMPANY - 1170 BROADWAY, NEW YORK 1, N.Y. 
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